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Advertising can create 
public demand for good 
goods—of course—but how 
about the potent dealer? 


The particular plan we've 
made for you will only get 
one dealer in each town, but 


it will get the one best one. 
Why try to force the dealer, 


when you can “show him?” 





CONVERSE D. MARSH, 
Chairman Executive Committee, 


THE BATES ADVERTISING COMPANY, 
15 Spruce St., New York. 











The Explanation is—new methods. 
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AND OTHER MEDIUMS 





ENTE 
In each important commercial field there vou. 1 
is at least one trade journal that reaches 
everybody worth while. In the field of adver. 
tising, Printers’ Inx is this journal. It is an 
absolutely independent paper, selling its al§™\., 
vertising space for cash only, and standing mu 
entirely upon its merits as a news mediumm fi 
for advertisers and an educative force in the xsr 
advertising field. i 
A glance at the advertising pages of any " 
issue furnishes convincing evidence that it dollar 
value is acknowledged by the leading publi verts 
cations, both newspapers and magazines. ae 
On account of the high standing of Print = 
ERS Inx, a publication whose advertising Coach 
appears therein takes on a certain prestige xe | 
and worth in the eyes of Printers’ Inx’s reads" 
ers, decause the advertising appears in the plan 
’ 5 : often 
Printers’ Ink columns. The paper which 
advertises in Printers’ Inx is better known amo 
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mail 
> : : adver 
among advertisers than its competitor, n0§ pit: 
matter where the latter’s annouricements are haps 


heralded. = 

Will you, Mr. Publisher, invest a certain] paigr 
small amount weekly for your medium from "S, 
now to Christmas? In thirteen issues off aver: 
Printers’ Ink you can secure more wholesome = 
publicity than will come to you in a like¥ ™ 
period by any other means. Write us at once °™ 
for an outline of a suggested plan of action. § mus 
If you are not getting your share of business, § 
there is something wrong, and perhaps the it p 


aid of Printers’ Inx is all that is necessary to = 
make it right. cost 
Ow 
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NEW YORK, SEPTEMBER 18, 1907. 


TAKING CARE OF THE 
DEALER. 


TWO SUCCESSFUL GENERAL ADVER- 
TISERS WHO DO IT ALONG IN- 
TELLIGENT LINES—HERE’S WHERE 
MANY A STRONG ADVERTISING 
PROPAGANDA REVEALS ITS WEAK- 
EST POINT—TAKING CARE OF THE 
DEALER MEANS TAKING CARE OF 
HIS CLERKS, TOO, 


Many and many the thousand- 
dollar note goes into general ad- 
vertising of high quality, intelli- 
gent appeal, carefully chosen 
mediums and vigorous follow-up 
among consumers, only to falt 
off lamentably when it: comes to 
coaching the retail dealers who 
are the middlemen between ad- 
vertising and actual sales. After 
a manufacturer has _ cautiously 
planned his general campaign, he 
often considers it sufficient to 
mail retailers a few postal cards, 
announcing that he has begun to 
advertise, and cautioning the re- 
tailer to watch for demand—per- 
haps flourishing, for his awe, a 
few debatable statistics as to how 
many readers his general cam- 
paign is going to reach among 
the whole public. 

Here is about the way the 
average manufacturer seems to 
feel when he gets around to tell- 
ing the retailer what he is doing: 

“The general public is tnin- 
formed, so far as my product is 
concerned,” he reasons. “So I 
must get up strong copy, with 
plenty of facts, good pictures and 
a little heart interest. If I go at 
It properly, I can stir the general 
public, or. arouse its desire, or 
even scare it by germ theories or 
cost explanations. The retailer, 
however, who is going to hand 
my stuff over the counter in re- 
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sponse to this new demand I am 
creating, is both informed and 
organized. He knows who I am, 
and what I sell, and how to 
order my stuff when he wants it. 
A little announcement of what 
we propose to do will stir him 
up, and he'll take care of the rest. 
That’s what he’s in business for.” 

Then this acute. reasoner di- 
rects his advertising manager to 
notify all retailers on the mail- 
ing list about the new general 
campaign, and probably the lat- 
ter sends out something like this 
on a mailing card: 

Mr. Retailer : 

Have you noticed our brand new magazine 
advertising that beganin September De/in- 
eator, Collier’s, Saturday Evening Post, 
etc., etc.? Before January « we will tell our 
story to 23,000,000,000,000 readers. Nuff sed. 
Wake up. 

This method of subpoenaing 
the retailer into the bandwagon 
has the defect of classing him as 
something apart from the general 
public. It assumes that he has 
no sympathies, no love of an ac- 
tive hustle for business, no ca- 
pacity to comprehend the broad 
plans of the general campaign, 
and follow its movements, and 
get sincerely interested in it. It 
takes him in tow behind the 
bandwagon, as it were, whereas 
the real use of a good retailer is 
to send him on ahead of the 
wagon to whoop things up—fig- 
uratively. 

A little “house organ” pub- 
lished by J. A. & W. Bird & 
Company, Boston, under the title 
of The Ridgepole, shows one 
thorough way of enlisting the re- 
tailer in the sale of Rex Flint- 
kote roofing, a product widely 
advertised by this house in maga- 
zines, newspapers and other gen- 
eral mediums. Each issue of 
The Ridgepole is devoted to 
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some special side of the roofing 
proposition, and nothing else, and 
instead of a brief card, to be 
thrown away after a glance, the 
retailer gets a monthly booklet to 
put into his coat pocket and take 
home for a half-hour’s reading. 
When he has finished an issue of 
this periodical he has acquired 
information that sticks in mind 
and:is of service in his business. 

One number of The Ridgepole, 
for instance, bears the title “The 
Peril of Fire.” Rex Flintkote is 
fireproof, and _ interesting _ tests 
for demonstrating this are given 
in text and picture. Underwriters’ 
endorsements are published, and 
photographs of various materials 
tested by fire under the blowpipe. 
Something is said about causes 
of fires. A conflagration starts 
either inside or outside a build- 
ing. Inside, there are dozens of 
safeguards — sprinklers, extin- 
guishers, fire pails, etc. Outside, 
there is nothing but the roof. 
All materials used in roofing are 
considered one by one, and argu- 
ments given to demonstrate the 
Re- 
tailers are advised to watch the 
fire losses in their neighborhood, 
and take up the matter of roofing 
with each person burned out. In- 
teresting letters and instances of 
fire losses through poor roofs, 
and fire prevention through the 
use of this material, are given— 
good stories that the dealer can 
tell in fifty words to clinch a 
sale. 
per items are freely given, so 
that the house organ itself can 
be shown a customer. 

Another issue showed “How to 
Lay Rex Flintkote Roofing,’ en- 
tering into quite a complex little 
technical situation with similar 
instances and pictures, showing 
how to do it, and how not to do 
It. 

“The 


superiority of Rex Flintkote. 


Important Question of 
Quality” -was a third subject 
treated in as exhaustive a way, 
the whole process of making the 
product being shown from raw 
material to the roll. “Three 
Score Years and Ten” was a 
fourth issue, celebrating the sev- 
entieth anniversary of the house. 
and telling how the business had 
been built up—in other words, a 


Illustrations and newspa-. 


personality and human _intercst 
story, calculated to spread ac. 
quaintance among dealers. 

A fifth showed the present 
year’s advertising campaign on 
behalf of Rex Flintkote, not only 
exhibiting magazine and other 
ads for the public, with schedules 
of insertions, but telling the deal- 
er how the house went to work 
to analyze its advertising propo- 
sition, how the campaign was 
worked out, how it is calculated 
to act upon the public, how the 
demand will come, how to take 
care of it in the retail store. The 
retailer is not only offered free 
cuts, advice and service for his 
own local advertising, but spceci- 
men campaigns are outlined for 
him, taking in everything from 
newspaper announcements to 
floats and exhibits at street car- 
nivals and county fairs. 

Still another issue of this com- 
mendable house organ—and _ per- 
haps most praiseworthy of all— 
was entitled “The Scientific 
Salesman.” Eleven little lesson- 
talks in retail salesmanship were 
given, dealing with ways of 
arousing interest, the customer's 
prejudices, the product and how 
to demonstrate it, the danger of 
“hot air” thinking and = argu- 
ments, etc. This is the sort of 
stuff that the live merchant wants 
to put into the hands of all his 
clerks after reading. 

Much admirable roofing pub- 
licity is now running everywhere, 
under the impetus of hot com- 
petitive conditions. But _ the 
Little Schoolmaster does not re- 
member having seen any that is 
better than this of the Rex Fiint- 
kote people in its work on the 
retailer. 

Some more excellent reta' 
literature is submitted by 
Automatic Pencil Shar; 
Company, New York. This t 
the form of folders, not ex 
sively printed, but of un 
directness and vigor in a 
ment. “We know that we 
the first perfect office applian 
its kind,” says the advertising 
manager of this house, “and we 
therefore put before the trae a 
plain open-and-shut proposit »n.” 
The strong advertising of this 
pencil sharpener to the ge eral 

(Continued on pag 6) 
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Consider the three links in the adver- 
tising chain, namely—the commodity, 
the copy, and the medium. 


Does the old maxim hold good that 
the chain is no stronger than its weakest 
links? Then what boots it that your 
goods are sterling, and that your copy 
glitters, if it is put in a weak-kneed, air- 
inflated medium ? 


Perhaps this accounts for the failure 
or incomplete success of your advertising 
campaign. 

We will gladly match the strength of 
THE LaprEs’ HoME JOURNAL, which is 
our link in the chain, against the de- 
mands of any reasonable advertiser. 


Six million readers contribute to its 
size, and the temper of it consists in the 
high purchasing ability and the unabused 
confidence of these millions. 


THE CuRTIS PUBLISHING COMPANY 
PHILADELPHIA 


Boston CHICAGO ‘ BUFFALO 
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public was commented upon in 
Printers’ INk for July 3, 1907 
(page 14). Announcements to 
the dealer repeat these demon- 
strations of serviceability and 
economy, and urge him to swing 
into the current of demand that 
is being created by the general 
publicity, Pictures show him just 
how the device works, giving 
talking points—it is not assumed 
that he will rummage this infor- 
mation out of the general adver- 
tising. Schedules ‘of periodicals 
used demonstrate how the cam- 
paign is reaching business men 
and the office population along 
special lines. The dealer’s profit 
on each machine he sells is em- 
phasized, and on top of this 
comes a special offer of a sample 
machine on trial, to be put out 
with his customers on the same 
conditions, 
tection in case of dissatisfaction. 
All of this literature is provided 
with detachable order coupons— 
the dealer never gets anything 
calculated to make him want to 
order unless there is a time-sav- 
coupon or mailing card to 


ing 
make the actual order easy. 


Retail merchants are pretty 
much like other human beings. 

They have sympathies, feelings, 
warm blood, ambitions. 

‘They want to make money, and 
therefore it is pleasant and per- 
tinent for the manufacturer to 
dwell pointedly upon their prof- 
its. Show the retailer how much 
he can make on each sale, and 
suggest ways of bringing sales to 
a successful termination. 

The idea in enlisting the retail- 
er is not to send him a warning 
to get off the track, but to im- 
press upon him that the manu- 
facturer’s expenditure for gen- 
eral advertising is a sort of trust 
fund enterprise in which he gets 
as much benefit. Partnership— 
that’s the idea. Impress it on 
him. Don’t treat him as a silent 
partner or a minority stockhold- 
er in the campaign, but show him 
everything that is being done— 
top. bottom, sides and inside’ of 
the box. Let him know that he 
has a vote. Invite his sugges- 
tions. 

Every new dollar spent in the 
newspapers and magazines, on 





and with~ample pro-' 
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the billboards and __ street-car - 
racks; every. new campaign to 
the public; every new commol. 
ity marketed through printers’ Re: 
ink, means the necessity for bet- . 
ter and better work upon the re. 
tailer. Times were, doubtless, 
when anything advertised vigor- Int 
ously to the general. public could = 
be depended upon to find a chan. 
nel through retail stores. Butas ; 
advertising grows, these old Regi 
channels become crowded. The 
great mass of publicity printed in 
Magazines and newspapers _ has — 
grown almost too large for the Cav 
average retailer to follow and 
study. There’s only one of him, 
while all about his shop is his Naw 
public, getting information that ca 
he may not have time to see. He 
needs assistance in Wivining new a 
demands. He wants to be cer- 1 
tain that the first stray inquiry field 
or two over his counter are the 
beginning of a_ genuine, lasting fave 
demand rather than the sequence gucl 
of a little transitory, smart Alec 
publicity. So, every’ day the bur- 
den of proof upon the manufac- 510 
turer grows heavier. Instead of 
treating the retailer as an inci- : 
dental factor in his campaign, AD\ 
sending him a bald announcement O 
and confining his best ‘informa- 
tion to the general public, it will HOW 
pay to reverse these values, and SUI 
tell the retailer about twice as a 
much as is said in general argu- HO 
ments. RU: 
Let the dealer come into the 
main tent. Lil 
Don’t regard him as the con- terpr 
cert after the big show. Suit 
a pract 
AMEN! grea’ 
“Wanted, an American Episcopal busit 
Clergyman for European parish.  Ad- busi 
dress: Warden, Union Bank, Geneva.” doll: 
This advertisement, published in to- Oe 
day’s issue, bears eloquent testimony A 
to the Herald’s dominant position ed : 
advertising medium. Those in wai oe as 
of anything, whether for their mater in t 
or spiritual being, turn instinctively bere 
the Herald, knowing that their want four 
will be met. May that European pir nd 
ish soon be enjoying the ministrati: a 
of an ideal American Episcopal clersy- ous 
man!—Paris edition of New York out! 
Herald. and 
+e F 
; : Ros 
THE medium with the best class « tre 
readers, will usually contain the high- 3 
est quality of reading matter, and 
carefully prepared advertising as will. baw 


—Shoe and Leather Reporter. 
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treet-car 
aign to FROM THE 
omimo lL. 
printes' f Register and Leader, Des Moines, la. 
gp SEPTEMBER 1, 1907 
ubtless, THE TREND OF EVENTS 
vigor. In the Des Moines advertising situation as shown by the August advertising record. 
c could — Ay ae Count 
a chan. Home ForEIGN — TotaL |NUMBER OF 
But as ~ ae | eee 9 we ae Wanr Abs 
€ old Register and Leader) 11,937 | 4,414 | 8,994 | 25,345 | 13,071 
I The Gain over Gain over 
Inted in 1306 | 1906 
'S has a 34 1-3 % | ey. ae 29 9:19 4 — 
lor the MM Carrrat...............- 12,397 | 3,799 | 5,497 | 21,693| 9,029 
Ww and Gain over Gain over 
: 1906 1906 
f him, ar Y ia 
ye | ee 11168 | 3,448 | 5,188 | 19,802] 7,796 
Loss over Loss over 
e. He 1906 1906 
S new a ee ee | eee Ir 3-4 % 
C cer. Note—The month of August gave five Friday evening runs in the afternoon 
nquiry field, and four Sunday runs in the morning field. 
re the The Register and Leader is pleased to acknowledge the growing 
asting favor of its advertising columns. No other paper in Iowa is read with 
[uence such interest by so many people. 
Alec PAYNE. & YOUNG 
3 bur. Foreign Advertising Representatives 
lufac. 510 Potter Building, NEW YORK 750 Marquette Building, CHICAGO 
ad of = 
inci- ree ————_—___—_— 
pangs, ADVERTISING A  MAIL- proposition. We do not cater to 
tig ORDER PROPOSITION. local trade. New York and its 
se vicinity is amply provided with 
will HOW THE NATIONAL CLOAK AND department stores, which cover 
E and SUIT COMPANY HAVE BUILT UP the local field thoroughly, and we 
- tee A LARGE BUSINESS THROUGH believe in the old saying ‘every 
wins HONEST ADVERTISING AND Goop shoemaker should stick to his 
the BUSINESS METHODS, own last.’ Our mission in life is 
; to furnish the woman of the 
_ Like the majority of large en- smaller city or town with good, 
e terprises the National Cloak ‘and well-fitting and stylish clothing, 
Suit Company has grown from at reasonable prices, that she, 
practically nothing into one ofthe without the shopping facilities of 
greatest mail-order houses in her sisters in the large cities, 
He business to-day, doing an annual may be as well dressed as they. 
- business in excess of a million “Now, to give you an idea of 
to- dollars. how ,this business is conducted, 
lony A Printers’ INK reporter call- without unnecessary delay and 
4 ed at the offices of the company, confusion, we will begin at the 
in the eleven-story building num- top or eleventh floor. Here we 





bered 207 to 217 West Twenty- 
fourth street, New York City, 
and was shown through the vari- 
ous departments and given an 
outline of the business methods 
and advertising by William 
Rosenbaum, secretary and_ treas- 
urer of the company. 

“Our business,” said Mr. Rosen- 
baum, “is strictly a mail-order 















have storage room for our vari- 
ous cloths. As soon as they are 
received from the mills they are 
brought up here, examined, 
sponged and laid away, ready to 
be made up into garments. The 
tenth floor is devoted to garment 
cutting; here suits are blocked 
out according to measurement, 
and all measurements are care- 
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fully checked by an expert cutter inquiries and orders; in the by; 
before the scissors are put into seasons, spring and fall, our m 
the material. The ninth floor is often reaches as high as fiftee 
used for the various trimming thousand letters a day. 
stock, and for ready-made petti- “Oyr files divide the entird 
coats, kimonas, children’s dresses [United States into ten geograph 
and furs; the next two floors are jcal sections; each section 
occupied by the sewing machines |ooked after by a corps of clerks 
and operators, and the pressing jn charge of a chief, who throug, 
and basting table. The sixth floor practice becomes familiar with 
is taken up by the shirt-waist, 
underwear and corset depart- Ee Ve 
ment; the fifth floor by coats and Better than Shopping 
cloaks. The ready-made depart- - 
ment is comparatively a new ven- 1M New York. Nahm 
ture with us, having only been — ourcataloguein your 
established about a year, but we ands, gives you better 
carry a very large stock and are ‘hos, enjoyed by women 
able to suit any requirements, _ 1t enables you to get the 
—_ ° same fastidious styles, the 
The fourth floor is the. sample Same. high-erade 
: : manship, the same range 

room, where cloth is cut into the ofechoice—but, at prices 

. that are actually 
small squares that are sent out wholesale. 
upon request from prospective syiance over the attract: 


offers quoted below 


; > - Z i f i de - to- ord ° 
customers, and a portion of this Sos santo. to-order. Gar- 


floor is used as the employces’ {atalogue and see hun- 

ae ger In hon sega — Interesting and all clearly 

1e lunch room, I might say tha 

the food served is of the best, and FALL and 

the prices are extremely mod- rhe 

erate. It is not compulsory to WINTER a 

patronize this lunch room, how- 

ever, and the employees are en- SUITS 

tirely welcome to its use when 

they provide their own luncheon. $6 to $35 

It is divided into two sections, 

for men and women. VISITING DRESSES . $6.00 to $20 
‘The second and third floors TAILOR-MADE SUITS $7.50 to $25 

are entirely taken up by the SEPARATE SKIRTS . $3.50 to = 

offices; on the first floor is the RAINCOATS . ... $8.75 to 


. ° ° Our Catalogue also allustrates and describes a full lint 
assembling and shipping depart- po ee 
ment, where the various suits are rt Waists, urs, 

_ a? aff in pre I d “ Children’s Dresses,. Ladies’ Coats, 
sorted out, jacket matchec wit Underwear, Children’s Coats. 
skirt, and packed ready for ship- We Pay Transportation Charges to Any Part of the U.S. 
ac . om ce int 
ment. In the basement is the re- ¢WWzitete-day for our new Hall tit sue 


ivi ateria ir made. 
ceiving department, store rooms {2uceurgameits une ts isnt the Sass 


for office supplies, engine room, eu prefer. 


; F ilding is strictly fi A SUIT CO., 
etc, The building is strictly fire- NATIONAL CLOAK & SU oo 
proof, with every modern con- The Largest Ladies’ Outfitting Establishmeat in the World. 


venience and appliance, and gives Matt Orders Only. __ So Agents or Branchvs _ 
0 Sor specs Of ree. 2g eee rere 
We have only been here since the their own particular section and 
early part of this year. learn, the population and charac- 
“We spend every year in the teristics of individual towns, and 
neighborhood of $150,000 for can answer intelligently questions 
magazine space. Our copy is pre- which a customer may put to 
pared by an officer of the com- them. Each section also has its 
pany and placed through, an own filing clerks, and it is a 
agency, which saves us the de- common occurrence for fiftecn of 
tailed work. We advertise con- twenty thousand pieces of c 
tinually and our appropriation is spondence to be handled in a 
steadily increasing. Our adver- single day. Our stencils, which 
tising naturally brings in many we use in circularizing, are kept 
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in a similar manner, in charge of 
a different department.” 

“How often do you send out 
cat ilogues ?” 

“Twice a year, spring and fall. 
We are now getting ready to 
send out: the fall catalogue—nine 
hundred thousand in all. This 
list we prepare ourselves and 
make it up from inquiries created 
by our advertising; we use no 
other lists of any kind. We try 
to keep this list within a million 
names and are always adding to 
and clearing out the list to keep 
it in good shape. We will send 
about thirty thousand out a day 
until the list is completed, that is 
about as fast as the printer can 
furnish them to us, We are also 
continually sending out  cata- 
logues on request.” 

“Does not the fact that your 
customers are compelled to be 
measured at home, often by an 
inexperienced person, cause you 
considerable trouble?” 

“No. Our directions are so 
clear that there is very little 
chance of a mistake being made, 
and the percentage of garments 
returned off account of poor fit 
and, in fact, for any other reason 
is very small. We guarantee sat- 
isfaction or money refunded, in 
all of our advertising, and we 
live strictly up’ to our guarantee. 
We do not haggle about the why 
and wherefore of a customer’s 
dissatisfaction, where there is 
any, but promptly. return the 
money, if so desired, or make a 
new suit without extra charge at 
the option of the customer, and if 
there is anything to be said we 
say it after the money is back in 
her pocket, when she is in a bet- 
ter frame of mind. We are not 
in business simply for to-day; we 
pay just as much attention to a 
tenth order as we do to a first. « 

“Did you ever read an ad and 
write the firm for a catalogue or 
sample and wait a week or more 
before you got it? The chances 
are. by the time you received it 
you had lost interest in the mat- 
ter. Well, here we make it a 
point that all communications 
must be promptly answered. 
Vhen an order comes in for 
ready-made goods the order is 

) \ 


shipped the same day; in the case 
of made-to-order garments one 
week is the usual time consumed 
in making it up and shipping. 

“We began in August to pub- 
lish a monthly magazine to cir- 
culate among our employees. 
It will contain contributions from 
the different officers, heads of de- 
partments and employees, and 
items of interest to all of us will 
appear from time to time. We 
offer cash prizes for practical 
suggestions as to different meth- 
ods of simplifying and improving 
the work in various departments, 
and I believe the magazine will 
be a factor in improving the re- 
lations among employees and. be- 
tween employees and officers of 
the company.” 











CIRCULATION GAINS 
IN SUMMER 


are in evidence only 


When a Paper is in Demand 


Circulation that comes to a paper 
on its merits is the kind that brings 
results to advertisers. In Chicago 
there are many newspapers, but 
none show gains like the 


RECORD-HERALD 


Circulation for August : 


Daily, Sunday, 
exceeding exceeding 


153,693 219,469 


Gain over Gain over 
last year last year 
exceeding exceeding 


14,123 22,589 


Chicago Record Herald. 








Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Has the largest circulation of any news- 
yaper printed in the German language on 
his continent—no exceptions. 


Circulation 149,281 


RATE 35 CENTS, 
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BEGIN YOUR ADVERTISE- 
MENTS IN THE MIDDLE. 


That sounds strange, doesn’t 
it? Yet it’s the secret of good 
advertising — advertising that 
brings in the good, old, long 
green; not beauty or art adver- 
tising. ; : 

Begin your advertisement in 
the middle and do away with all 
the front talk. Think of the 
money you'll save especially if 
you are buying space at so many 
dollars per line. 

When you write an ad get 
right down to facts and don't 
imagine you must approach your 
reader in a_ half-hearted, apolo- 
getic manner. Don’t think you 
need coax him on; shoot it right 
at him so it hits right between 
tle eyes. : 

One of the greatest mistakes 
the embryo department store ad- 
vertising manager’ makes is to 
write an essay on each article to 
be advertised. Space in the daily 
papers is entirely too expensive 
to permit such a display of liter- 
ary ability, and to be a success 
the ambitious ad writer must get 
right down to facts, and facts all 
the time. ' 

To explain my meaning more 
comprehensively. give a speci- 
men advertisement as the begin- 
ner would write and then the 
manner in which the advertising 
manager would blue pencil it: 

ARE YOU A LOVER OF ART? 

Art, without a doubt, places the soul 
and general intellect of man on a high- 
er plane and he is much happier and 
satisfied if he is in a proper frame of 
mind to appreciate it. 

His idea of life is’ broadened and 
he becomes much more sensible and 
can get more real pleasure and enjoy- 
ment out of the most common things 
of the day than can the man who has 
no time whatever for art. 

The artistic man_ will certainly ap- 
preciate the splendid line of_ furniture 
we are displaying on our fifth floor. 
It is artistic in every sense of the 
word. We bought a great lot of it 
far below the manufacturer’s cost and 
are ready to sell it to the man who 
appreciates the appearance of his home 
and who can realize the great value of 
this furniture by his artistic sense. 

It has all been greatly reduced .and 
will be found to be great bargains. 

$15 Mission Tables to-morrow $12.50. 

etc. etc. etc, 


When the 





young ad writer 


turns out something like this he 
thinks he has prepared something 
better than any store ever had 
before. — 

It will probably appear next 
day something like the following: 
ARTISTIC FURNITURE BEL‘ JW 

MANUFACTURER’S COST. 

We were very fortunate in_ securing 
this lot of really artistic furniture. 
To clean oyt his surplus a well-known 
manuiacturer sold it to us actually be- 
low cost and to-morrow you'll find it 
on sale marked at prices that makes it 
cconomy to anticipate your needs 
months ahead, Every stick is_ strong 
and sturdy and worthy of a place in 
our regular stock. It is not a lot of 
“Sale Furniture’ brought in to create 
a sale. If you knew the name of the 
maker you would know immediately 
that it was. the best_ furniture that 
could be bought at any price. 

To give you a slight idea of what 
real bargains you will find here, to- 
morrow, we quote the following items: 

$15 Mission Tablés $12.50. 

etc. ete, etc, 
_See the difference? Our ambi- 
tious adwriter starts off to. talk 
about everything except  furni- 
ture. The man or woman look- 
ing for bargains: in furniture, 
doesn’t care about reading a dis- 
course on art. Not a bit of it. 
They are looking for honest de- 
scriptions and prices. 
_ Don’t get away from your sub- 
ject, no matter how strong the 
temptation. Stick close to facts 
and figures. Sale talk is the 
stuff to put in your ads—matter 
that says something about the 
quality of your goods, style, fin- 
ish, etc. 

Write straightforward, honest 
ads without frills and furbelows. 
Leave the experimenting to some 
other fellow and don’t be so 
original that you can’t pull the 
business. Simply keep in your 
mind at all times that advertising 
is nothing more than salesman- 
ship on paper and you'll not go 
very far wrong in your copy. - 

Get the essentials, dress them 
up just enough to make them 
sugar-coated and easy to take 
and you’ve earned your morey. 


H. K. Srroup. 





Corp air will turn the mill wheel 
quite as effectively as the superheated 
variety—besides it’s healthier _to 
breathe and less is required.—Johns‘on 
Dienstag Co., San Francisco. 
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this he A 
mething 
rer had 


r next 
lowing: H. Clarence Fisher is a native 
BELOW of New York City. He began A good crop of orders 
ST. his career in the wholesale dry- ; 
secur ing goods business, afterwards _be- can be secured if Farm 
gant coming’a salesman for the Willi- Implements are adver- 
wally. be. mantic Thread Company, of Con- : ; 
l find it necticut. In 1894 he connected tised in our great paper, 
end with Modes and Fabrics, as ad- The National Farmer. 
5 irene vertising solicitor, going to Bos- 
place i ton as their representative. Fe It circulates from 
pe, remained there about a year and Maj ee ; 
ey - Maine to California, 
gue 157,629 per month—22 
iD ota years getting there—and 
ere, to- only 60 cents per line, 
g items: 
ams For copy of paper and further in- 
tend Se Sormation address Advertising Dezt., 
a The National Farmer, 
furni- ‘Augusta, Maine. 
1 look- 
rniture, FRANK H. THOMAS, FRED H. OWEN, 
a dis. Chicago Office, New York Office, 
of it 1635 Marquette Bldg. 1105 Flatiron Bldg 
st de- 
Monthly, which was credited 
r sub- with printing over half a million. 
ig _ the Mr. Fisher had charge of the ad- 
facts vertising and was a half owner; 
is the he finally sold out the paper to 
matter his partner who still publishes it. ' 
it the About five years ago. Mr. 
le, fin- Fisher entered the special agent 
field and two years later opened 
honest his Chicago office, with A. E. 
lows. Koehler in charge; he is also 
Sagi represented in Philadelphia, and 
be so has never been deprived of any 
Il the Po eee eee of his papers by the publisher. 
fede a half; then went to Chicago, He represents at present the Jer- 
malar - opened up an office for the paper sey City Evening Journal; Prov- 
Bas nd stayed about two years, idence, R. I., “News-Democrat; 
al jinally coming back to New New Britain, Conn, Record; in 
ads York as advertising manager, Pennsylvania the Easton [ree 
hea which position he held for three Press, Allentown Leader, Wilkes- 
tales years until the paper changed barre News, Johnstown Journal 
rorsey. hands. With the senior member and Philadelphia Jtem (Western 
ey f the old firm, John L, field). In Canada, the Colonist, 
; Oberly, he started the New Victoria, B. C.;. World, Van- 
Era Newspaper Supplement, the couver, B. C.; Expositor, Brant- 
wheel first of, its kind published. ford; World, Toronto; Wilson’s 
heated After *two years the supple- List (210 weeklies) Toronto 
hn B ment was changed to a mail- and Newspaper Union (152 


H. «CLARENCE FISHER, 


order publication, the New Era 












weeklies) of Winnipeg. 
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HUMOR AS AN ADVERTIS- 
ING FACTOR 
By Jocl Benton. 


It is honey, or saccharine mat- 
ter that draws—not vinegar, or 
the various acidities. So, a 
straight, sour face repels us, 
while a humorous or smiling ex- 
pression entices us; and we listen 
pleased, and eager to hear what 
the bearer of it has to say or to 
offer. 

Of course, as we have all of 
us often said, business is no mere 
picnic; and offers no field, broad- 
ly speaking, for effusive ‘hilarity. 
Yet, it is often softened, and 
made more attractive to both 
sellers and buyers, when the lu- 
brication of wit, or well-pointed 
levity, or a coruscating sparkle 
comes in. 

Sterne once said that he was 
“persuaded that every time a man 
smiles—and much more when he 
laughs—it adds something to this 
fragment of life.” And doesn’t 
every one know that men trade 
more when they are in a joyous 
and ebullient mood than when 
they are sad and cast down? 


. 


Johnson was wrong when 
he said that ‘wit will never make 


a man rich,” for that is only so 
when it is pursued frivolously for 
its own sake, to the exclusion of 
other aims. It made “Josh Bill- 
ings” so; and while I am writing 
this all the news agencies of the 
world are telling of the triumphs 
of Mark Twain in England, 
brought about by the universal 
desire to be thrilled by his droll 
and grotesque points of view. 
What serious writer of the most 
commanding genius could just 
now get the equivalent of the at- 
tention he receives? It is true, 
this is no improvised, deliberate 
assault for British pounds, shil- 
lings and pence, for our humor- 
ist left us with the momentum of 
a previous life-work to propel 
him. He did not know, to be 
sure, years ago when he was first 
distinctly recognized, this subse- 
quent asset that would accrue 
from the public’s remembrance of 
“The Jumping Frog,’ “Huckle- 
berry Finn” and “The Innocents 
Abroad.” Nevertheless the dem- 
onstration shows what a hold and 


force wit and humor inevitably 
have. 

But the power to be laugh- 
provoking is not so widely dis- 
seminated as the art of being 
solemn and serious.is. It cannot, 
therefore, be employed by every- 
body. The average man must be 
content, consequently, to exclude 
dullness from his announcements 
and circulars, and have good na- 
ture at least take its place. 

The commercial traveler, I 
think, has found out one thing in 
the psychology of business a little 
better than have the .majority of 
tradesmen; and that is that he 
must not put a proposition of 
much weight before a patron, or 
a man whom he wishes to make 
his patron, when that man is in 
evident trouble, or whemhe is so 
busily engaged that it would 
probably annoy him to take up 
at that moment a new thing to 
consider. So he makes a happy 
or encouraging remark, instruc- 
tively decides when to call there 
again, and bows himself politely 
out of the store. 

An advertisement is not quite 
comparable with a caller, and yet 
in the high go’s of the ther- 
mometer, it may suggest weari- 
ness, if it is of the cold, regula- 
tion type. To make it gleam or 
scintillate, either with your own 
or with borrowed wit, is some- 
times mote than allowable under 
such circumstances. 

There is an art of saying in a 
practical way what one’s business 
demands, and saying it in taking 
terms; in phrases that edify and 
please, as well as instruct those to 
whom it is addressed. I am sure 
that if Mark Twain wrote an ad- 
vertisement of real estate, or of 
dry goods, or even of anything 
whatever, he, would get all the 
necessary information in it, and 
yet feather it with a certain droll 
light description that would make 
it memorable, and of use. 


Peli a8 8 RAO 
NO ADVERTISEMENTS ON CARS 

The Pennsylvania Railroad Company 
has notified its agents that beginning 
Sept. 1 the placing of advertisement 
om freight cars of railroad ownershi| 
is to be prohibited. Advertisement 
will also be removed from all cars r 
ceived from connecting lines, and_ th: 
latter will be billed at a stated charg: 
for their removal. 
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ATTRACTIVE WINDOW 
DISPLAY. 


The window of the store is al- 
ways a standing adyertising me- 
dium, which is capable of | large 
or small returns, depending en- 
tirely on the ability of the win- 
dow dresser to build an_ eye- 
attracting display. Freak and 
odd notions are good if they are 
original and have a distinct rela- 
tion to the goods they advertise. 
An attractive window expresses 
at once the taste and individual- 
ity of the personnel of the store. 
Careful attention should be given 
to the taste of the clientele the 
store is building up. Simplicity 
and order, the first and funda- 
mental principles of true beauty, 
should be as carefully adhered to 
as though the window dresser 
were building for centuries, not 
for a day. No haberdasher ca- 
tering to the higher classes of 
trade can afford to have a 


window display which does not 
at once attract and rest the eye 
of discriminating passers-by, The 


tendency which is in the right 
direction is that simplicity which 
Robert W. Chambers ironically 
satirizes in “Tole” when the poet 
says, “A single daisy in a single 
vase against a background of 
nothing, that is art.” He was 
knocking Elbert Hubbard, who is 
an extremist, not a window 
dresser. Still a single -shirt 
against a background of the same 
fabric is not only artistic, but it 
is attractive. Handkerchiefs, on 
which are a collar and necktie in 
color harmonizing with the shirt 
color, on either side of the cen- 
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terpiece, for a small window or 
window compartment, against the 
dark or natural wood paneling of 
the window, are all sufficient. 
The colors in neckwear and 
shirtings in vogue this spring and 
summer are adaptable to produc- 
ing Whistler effects in window 
dressing. 

The windows noticed this sea- 
son are exponents of the fact 
that it is a useless display of 
goods to pile them into the win- 
dow away out of sight of the 
man on the sidewalk. It’s a case 
of rubber in such windows to see 
what the window tells. The 
height of the display and_ the 
paneling are in all the high-class 
toggery places slightly above the 
level of the spectator’s eyes. For 
the background, if the window 
space is not paneled, heavy por- 
tieres of dark texture hung on a 
brass rod are attractive and in 
very good taste. A portiere of 
deep and rich color, preferably in 
dark shades, is capable of better 
effect often than even the mission 
furniture colorings in _panels, as 
it has a distinctiveness of its own 
that adds to the effectiveness of 
the window.—American Clothier. 


o> - 
Tue Southern Tobacconist and Mod- 
ern Farmer, of Richmond, has_ been 
purchased by business men of_ that 
city. There will be a _ special Oc- 
tober number, attractively illustrated. 
Of the old force, J. M. Bell, who for 
several years has been connected with 
the paper, will be retained as editor 
and business manager, with Guy .W. 
Eskridge, of North Carolina, as ad- 
vertising and circulation manager. A 
change in the name of the paper is 
now contemplated to a more _ simple 
and appropriate one, clearly defining 
the lines along which in the future it 
will be conducted. 








scribers that life would not be 


Eastern Representatives 





If You Wish to Get Close to the Hearts of the People of Iowa, 
You Will Advertise in 


Che Des Moines Capital 


The Caprrat receives hundreds of letters every year from its sub- 
worth living without the CaPrTa.L asa 
daily visitor. 1t has been published for almost twenty years by Lafayette 
Young and it has found a place in the hearts and on the hearthstones of 
the ee of yee ‘great State of Iowa. 

41,751 copies daily. The rate is only five cents a line, flat. 


0’MARA & ORMSBEE, Brunswick Bldg., New York 
ELMER WILSON, 87 Washington 8t., Chicago, 
LAFAYETTE YOUNG, Publisher. 


The circulation: last year was 
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SELLING PIANOS IN 
SUMMER. 


The piano trade has 
lots of things in the past few 
years about summer dullness. 
After clinging persistently to this 
superstition it suddenly woke up 
to the fact that there isn’t any 
such thing. A surprisingly small 
amount of experimental advertis- 


learned 


occupied during the 
piano selling season and the, un- 
usual nature of its copy. 
the summer of 1907 the company 
reduced the size of its daily 
newspaper announcements, taking 
spaces of about six inches in 
depth across two columns. To 
make up in interest what’ was 
lost in area, copy was changed 
each insertion, and the morning 


recognized 


During 


ing in a few of the large cities, 
during the very hottest months, 


and afternoon papers got differ- 
ent announcements. The idea of 
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BUSINESS MEN, — 


The Pianola Piano Will 
Bring Music To You. 


Instead of Compelling You to Go to the Musie. 





A 


ANY a busy man of affairs finds himself just 
now in this situation : 


When evening comes he is too tired to go out to 


a concert or a musical entertainment. 


The member 


of the family who plays is away from home. 


For such men, a logical investment is the Pia- 


nola Piano. 


When the wife and daughter are at 


home, they can play it by hand just the same as 


their present piano. 


But the man is no longer dependent upon them 


for his music, 


He can play it himself whenever his 


fancy prompts him and he can play whatever class of 


music suits him best. 


The AEOLIAN CO. necr star's, New vor.” 





has demonstrated that people will 
buy pianos as freely in July as in 
December, proportionate to tlie 
amount of advertising done. 
Last summer the Aeolian Com- 
pany, New York, made an ex- 
tended campaign on the Pianola. 
This company’s advertising in 
New York dailies, of course, is 
well known for the large space 


a daily reminder was most prom- 
inently in mind and one point at 
a time descriptive of the Pianola 
was emphasized. ,This special 
campaign continued without in- 
terruption right through July and ~ 
August. It gained strength from 
the fact that there was _ hardly 
any other advertising of pianos 
or players running at the time. 
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Even the company’s most active When you educate 

competitors _— to - sun - 

mer dullness illusion and quit 

aivertisine. With this in i. the farmer as to the 
( d bef th ‘d - t . 

and the ads before the reader, i merits of your goods 


may be conjectured that the cam- 


paign proved successful It did. Mes 4 
see = you create business for 
COMMENDABLE. s 
Tue Guose-Wernicxe Co, the dealer as well as_ for 
CINCINNATI, Ohio. 
Editor of PRINTERS’ INK: Ry og 
peed ago you had an editorial yourself, and both profit 


in your valuable paper — ~ cap- . 
tion’ “Will You Keep It Up?” want J P 

. say that I very heartily endorse the by the transaction. Your 
sentiments expressed in that — o a 

During our annual convention of sales- go ; 
men, I made a special point of the goods find their way 
argument which = oo rgd : tl A i 

one of them has a tabulated list of the Oo : +7 
periodicals selected, dates of inser- into 1€ great merican, 


tions, ete., of our ads for the coming P A 
fields; while those from 


season, 
Not only that, but we have prepared 


a special book illustrating some of the : 
advertisements prepared. ._, the maker who depends 
copy of this brochure entitled 


A 
“GW Publicity” i iled der 
ublicity” is = ed you unde on the dealer to push 


separate cover this day. 
We are going to make’ reference to 
your article in our house’ organ 
Globe-Wernicke ‘‘Doings.” , them, are unsold. 
Very truly yours, ~ ' 


THE GLoBe-WERNICKE Co., ' 
L. H. Martin, Adv’g Mgr. The Breeders’ Gazette man has the time to 


spare if you wish to discuss the matter further. 








The brochure referred to in 
this letter, “G-W Publicity,” con- 
tains full-size —_ advertisements 
that have appeared in magazines 
of national circulation, as well 
as several pages of advertise- |, b ? ee ein S. 
ments reproduced from newspa- slap Pen ae. Laws 

a Lie ews heen imeerted b The Yankee jesters who exclaim 
Pers, waleh Rave ft ps Y That London Punch is dull and flat 
the company’s agents.. The book and trite 
is printed on plate: paper, and Would not know London Punch at 
sit sight. 
gives evidence of careful —— Tom them! aids’ Publ an nana < 
n+ ¢ elie race 
; aati Tt should be ee u The paragraphic wit who pokes 
in encouraging agents as well aS jis paragraphs at Howells’ doesn’t 


Address The Breeders’ Gazette man at 358 
Dearborn St., Chicago, or 725 ‘Temple Court, 
New York City. 








dealers who have never handled _ know ( 
Globe-Wernicke protlucts A single book of Howells’. Flow 
5 " From ignorance his : jokes, 


-_———_+e>-—___— 
MANUFACTURERS AS MER- The .merry wag who talks, or writes 
CHANTS. gene of a nd Meredith 
If the average producer of. machin- 74 Nitee A unacquamted with : 
ery or supplies’ were to stop and think These literary lights. 
of himself as a merchant, which he The humorist whg jests at James 
certainly is if he markets his own Has never chanced to read that 
product, he would probably. give more master’s works. 
study to system and accounting inhis The subject of his quibs and quirks 
sales department, and would save alot Is one of many names. cae 
of money. The machinery builder : e a 
whose shop and sales departments are From. which the, reader will surmise 
equally ‘strong is a rare exception, hat lack of learning is no bar to wit 
One or the other is very apt to be Where ignorance is “copy” it 
neglected. What a lot ‘of concerns Were folly to be hada 
tere ate, whose shop efficiency and A CEM ie Aan. 
economy are high, who seem to think F : 
tiat selfing will just happen, or that HE ,who points out a defect has done 
selling is_a chaotic business at best.— a service equal to that of him who cor- 
Selling Magazine... rects.—Burba’s Barbs. 
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(A_Roll of Honor } 


No amount of money can buy a place in this list fora paper not having the 
requisite qualification. 







Advertisements under this caption are accepted from publishers who, accord. 
ing to tne 1906 issue of Rowell’s American Newsvaper Directory. have submitted for 
that edition of tne Directory a detailed circulation statement. auly signed and datea, 
also from publishers wno for some reason failed-to’ obtain a figure rating in the 196 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 


to the 
trover 


Chie 
circula 


ment being available for use in the 19C7 issu 


of the American Newspaper Directory. Cir- 






tion of 


culation figuresin the RoLL orf Honor of thé last named enaracter are marked with an (:t), oe 
jeccanegpereiameiees 
These are generally regarded the publisners who believe that an advertiser has a right Toll 
to know what he pays his hara cash for. Avera 
nea ee Peo 
more t 
The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of gach publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation Eva 
would ever for a moment consider the thought of securing and using the Guarantee Star. 899. 
Ind 
New Haven, Union. Average 7906, 16. 481, 4,3 
ALABAMA. First's mos, ur, 1.692, i Kate bp tae 174 
Birmingham. Ledger, dy. Average for 1906, No 
22,419. Best advertising medium in Alabama, New London, Day. ev'g. Aver. 1906, 6,104; Actuc 
Montgomery, Journal, dy. Aver. 1900, 9,844. aver. for August, 6,290, Rates direct. A 
; iM r of its city. . nest Dail 
The afternoon home newspaper of its city Sewtehi. Bultetin, morning. Average for 
1905, 5,920; 1906, 6,559; June, 1907, 7,259. ews 
| ARIZONA. ——— aren 
: esi Waterbury. Republican, dy. Aver. fy 1905, r 
Phoentx. Republican. Daily aver. 1906,6.47%..| 5.648; 116, >.957. La Coste & Maxwell ca 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. now 
DISTRICT OF 
ARKANSAS. Se ee i 
ashington. Evening Star, daily a Sun- 
Fort Smith, Times. Evening (except Sat. a day. Daily average rej 1906, ‘Seat ee. 
Sunday morning, Daily wveraye 1906, 4,2 
CALIFORNIA. siaiiill af seems 
acksonville, Metropolis. dy. Av. 1906, 9, os; 
and, Herald. Average 1906, ; $ ° 
TT eri7 July 1902, 28,189. Only Cali: ist 6 mos. 1907, 10,692. E. Katz, Sp. Agt., 
shit daily circulation guaranteed by 
Rowell’s Directory. GEORGIA. “ne 
_— Atlanta, Journal, dy. Av. 1906, 50,857. Sun om 
San Franeiaco. Sunset t Magazine, monthly; | day,7,988. Semi-weekly 74,916, The Jou- « 
literary; 192 to 224 pages, 5x8. erage cire ag nal covers Dixie like the dew. J 
tion seven monthe ending July, 1907, 91,42 
Home Offices, Flood Building. 
IDAHO. 
COLORADO. Boise, Evening Capital News, a: y. Aver. 1900, ‘ 
4,808; average, July, 1907, 6, 188 1H 
Denver, Most. a trail of the mighty witha ’ 
leads from the st. Start it your way witha ‘ = 
Wantadin the Post. Cir. dy. $9,674, Sy. 84,411. ILLINOIS: Ba 
ww The absolute correctness of tne latest P ; 
Aurora. Daily Be . 
circulation rating accorded 1905, 4.580% raf 6.454. Daily average for 
rod Denver Post is guaran- peas ' 
,teed by the publishers of} Ca “E 9. Citizen. Daily average ‘st. 6 months, s. 
GUAR Rowell’ American News- itimanaece aha 
TEED paper Directory, who will € hiengo, Sakers’ Helper, monthly ($1.00. ( 
pay one hundred dollars to Bakers’ Helper Co, Average Jor 196, 4,017 (@®@ t 
the first person who success-| Chicago, Breeders’ Gazette, wy.; : $2. ga; Aver. 
fully controverts its accuracy. circulation for year 196, 70.000 4 
: Chiengo, Dental Review, monthly. Actu:! : 
CONNECTICUT. average for 1905, 3,708; for 196, 4,001. I 
Bridgeport, Evening Post. Sworn dy. av. 706, won 
11,265, Cc hicngo, Examiner. Areray’ 
Jor 190) i 
Bridgeport, Morning Telegram. dail “é49. 846 Sunda 
Average for Aug. 1907, sworn 11,4) 480. GUAR 173,000 Daily. Pe is 
You can cover ridgeport by using Guarantees larger ¢ irculation ir 
Telegram only. Rate, ic. per line, flat. re po city of Chicazo than an 
other morning papers com 
Meriden. Journal, evening. Actual arerage Has certificate from ‘Associatio: 
for 1906, 7,580. First four months 1907, 7.734, | of American Advertisers f 
pat aca: Circulation for | Sunday, 717.681. : 
‘ Meriden. Morning .Record and ; _——e! February. 1907:§ Daily, 192,271. 
Daily average for 1905, 2.578; 1906, 7.67 Absolute correctness of latest circulation rat 
wan ing accorded the Chicago Exam:ner is guaran 
New Haven, Evening Register, cy. Annual teed by ea publishers of Rowell’s Newspape 
sworn aver. for :906,14.681; Sunday, 11,662, | Directory 
New Raven, Pia. ay. Arer, 1905, 8,65 365 Chiengo, Journal Amer. Med. Ass’n, weekly 
1906,9,549. E. Katz, Special Agen:, d. ¥. 





Average six mos., Jan.to July; 1907, 51.210. 
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ng the 


accori. 
ited for 
| datea, 
the 1906 
| above, 
N state. 
y. Cir. 
an (2k), 


aright 
erican 
‘essing 
ilation 
gation 
» Star. 
6,481, 
a NOY, 
3,104; 


ye for 


Sun 
Jour 


1906, 


ye 





* average net paid circulation for fire 


y 


a te 0, Record-Heraid. Average /906, daily 
3 Sunda Her 611. Average July, ' 

= LS 1 daily 1. 420; Sunday 220,181. 

a The absol ty devveiitibing of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 

to the first person who successfully con- 

troverts its accuracy. 

Chicago, The Tribune has the largest two-cent 
circulation in the world, and the parunes circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the only Chicago newspaper receiv- 
ing (@©). 

Joliet, Herald eveniwg and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 


Peoria, Evening Star. Circulation guaranteed 
more than 21,000, 9, 
INDIANA. 


Evanaville. Journal-News. Ar. for 1906, 16.- 
899. Sundays over 18.000. E. Katz. 8. A..N. Y. 


Indianapolia, Up-to-Date Farming. 
174,584. Now300. 000 4 timesa mo..75c. a line: 


Notre Ibame, The Ave Maria. Catholic weekly. 
Actual net average for 1906, 24.612. 


Prineeton, Clarion-News. daily and weekly 
Daily average 1926, 1.501; weekly, 2,548, 


Richmond, The Evening Item, daily. 


A 


Sworn 


ending, Maw 3/, 1907, 5,816. A circulation of 

over 5,000 guaranteed in all 1907 contracts. The 

Item goes into 80 per cent of the Richmond 
nomes. No street sales. 

$@ The absolute correctness of thelatest 

_ circulation rating accorded 


Lawrence. 
Copies printed, 1406,daily, 8,778; weekly, 8,084. 


1906 av., | daily 12,806. 


lishing Company. Averag 
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KANSAS. 


Hutchinson, News. Daily 1906, 4.260. Mar., 
1906, 4,650, 


E. Katz, Special Agent, N. Y. 


World, evening and weekly. 


KENTUCKY. 


ington, Leader. Av. ’06, evg. 5,157. Sun. 


tos, ist 5 mos., 07, 5,418, Sy, 6,867, E.Katz. 


Owensboro, Messenger. Daily aver. six mos. 


ending June 30, ’07, 8,568; aver. June, 8,780. 


MAINE. 


Auguata. Comrort,mo. W. H. Gannett, pub. 
ctual average sor 1906, 1.271.932. 


Augusta, Maine Farmer, w’kly. Guaranteed# 


14,000. lates low; recognized farmers’ medium 





Bangor. Commercial. Average for 4906, daily 
695; weekly 28,5738. 

go MaineWoods and Woodsman,weekly, 
. W. Brackett Co, Average for 16, 8,077. 





Portland. Evening Express. Average for 1906, 
Sunday Telegram, 8,041. 


MARYLAND. 


Baltimore, American, dy. av. /st 6 mos. ’07, 


77,052; Sun., 90,827. No return privilege. 


Baltimore, News, daily. Evening News Pub- 
e 1906, 69,814, For 
August, 1907, 74,040. 

The absolute correctness of the 
latest circulation rating accorded 
the NEws is guaranteed by the 
— of Rowell’s American 

py Directory, who will 

one hundred dollars to the 
rst person who successfully con- 


fir 
the Richmond Item is guare | troverts its accuracy. 


anteed by the publishers cf 
Rowell’s American Newse 
paper Directory, who will 


MASSACHUSETTS. 


Boaton. Evening Transcript (@@). Boston's 


ay one hundred dollars to | tea tudle puper. Largest amount of week day adv. 


the first.person who successfully contro- 
verts its accuracy. 


a Bend, Tribune. Sworn daily arerage, 
J 1907, 9,530. Absolutely best in South Bend. 





INDIAN TERRITORY. 


Ardmore. Ardmoreite, daily. Arerage for 
1H, Zeb, 
Muskogee, Times Democrat. 1905, arerace 
2.5813 averuge 1906, 5,514. E. Katz, Ayt., N. Y. 


IOWA. 


Wy riage yy Hawk-Eye, daily. 
664. “All paid in advance.” 


Aver, 1906, 


Davenport, Times. Daily aver. Aug. 18,004, 
(culation in City or total guaranteed greater 
th. « any other paper or no pay for space. 


cs Moines. Capital, daily. Lafayette Young, 
puolisher, Sworn average circulation for 1906, 
41.751. Circuiation, City and pare, largest 
lowa. More advertising of all kinds in 1906 

fi $12 issues than any competitor in oes issues. 
i :te70 cents per inch, 
es Moines, Register and Leader—daily and 
S\nday—earries more “Want” and loca se lay 
ertising than any other Des Moine owa 
poper. Aver, circulation ist 6 mos. ’07, 80,198. 


es Moines. Iowa State Register and ome, 
y. Aver, number copies copies printed. 1906, $2,128 


‘loux Oley Journal. Dail average for /st 
onths, 1907, sworn, 28,904. Morning, Sun- 
y and inventing Editions. 


Sioux City, Tribune, Evening. Net sworn dy. 
er. (returns deducted) ist 6 mos, 1907, 81,12 
You can cover Sioux City thoroughly’ J using 
he Tribune only. Itis subscribed for by prac- 





tie ebaly i family that a newspaper can inter- 
‘eed Si 


nl 8 Iowa paper that has the Guaran- 


Sunday 295.282. 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 


to put in linotypes. 





Boaton, Globe. Average 1906, daily. 182,986. 


Largest circulation daily of 


fete dete tee 


BOSTON POST 


ag e for August, 1907, Boston Daily 
Post, 2 pets oston Sunday Post, Aug- 
ust, 1907, 218,244, First New England paper 
First New England paper 
to put in the autoplate. Hus in its big plant 
the largest and most expensive press in the 
world, s Boston newspupers in amount 
of foreign business. “TheGreat Breakfast Table 

yaper of New Engiana.” Covers Boston and 

New England more thoroughly than any other 

aper. u'k of its citeulation delivered in 

homes of middle- class, well-to-do portion of com- 
munity. 

Kes The absolute correctness of the latest 
circulation rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American  News- 
paper Directory, who will 

pay one hundred dollars to 
the first person who successfully contro- 
verts its accuracy. 
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Holyoke. Transcript, daily. Act. rt 
ending May, 1906, 3,889; 3 mus, '07, 7.34 








ag year 


Lynn. Evening Item, Daily sworn ar, 
1906, 1d, mond Jan., 1907, av. 16,017. The Lynn 
family pape Cireiation absolutely unap- 
proached in quant. ty or quality by any Lynn 
paper. 


year 








Woburn. News, evening and weekly. 
ar, net paid cir. March, 1,528, Wkly, 1 


Worcester. Evening Gazette. Actual sworn 
everage . for 1906,11,401 nopiee daily; Feb., °07, 
15.306 ; March, 1907, 15.768. pede —~ J 
circulation. Worcester's ‘Hom paper. Per- 
mission given A. A. A. to examine circulation. 


Daily 
1.481. 








W orecater. L’Opinion eentane. daily (© ©). 
Paid average for 1906, 4.232 
MICHIGAN. 


Bay City, Times, evening. Av. for 6 mos. 
to July 5. 1, 1907, 11,002 copies, daily, guaranteed. 


Jackson, Citizen-Press. Only 
evening paper. Gives yearly aver- 


A ages, not weekly. It’s Jackson’s 
ov Tt greatest daily. Jt carries more 
TEED advertising and has the largest 


net paid circulation. No secrets. 

April daily average. 7.786, 
Jackson, Patriot. Average July, 1907, 
8,250; Sunday, 9,045, Greatest net cir- 
ri “ulation. Verined by A A.A, Sworn state- 
ments monthly. Examination welcomed. 


Saginaw, Courier-Herald. daily, Sunday. 
Average 1906, 14,897; August, 1907, 14,752. 


ginaw, Evening News, 1 


Sa are 
4906, ig, 964; August, 1907, 20,79 


Tecumeeh. Semi-Weekly Herald. Actual 
average Jor 1906,1,153, 
MINNESOTA. 


Minneapolia. Farmers’ Tritane, twice a-week. 
W. J. Murphy, pub. Aver. sor 1906, 87,886 





Minneapolis, Farm, Stack and Home, semi- 
monthly. Actual averag 9905. MTZ,IST: aver- 
age for 1906, 100,266;: mos., 1907 104,100. 


The absclute accuracy of Farm 
Stocic & Home's circulation rating 
is guaranteed by the American 
Newspaper Direc . Circulation is 

practically conjined to the furmers 
rf Minnesota, the Dakotas, Western 
Wisconsin and Northern Iowa. Use 


it to reach section must prontably. 





Minneapolis, Journal. Daily 


and Sunday (O©). In 1906 sur 
age daily YOO san, 74,054. 
Daily average circulation Jor 

Aug., 1907,%76,586, Average Cun- 

day ‘circulation jor Aug., 197, 

0. The absolute accurac 

of ‘the Journal’s circulation rat- 

ings is guaranteed by the Ameri- 

can Newspaper Directory. It is 

guaranteed to reach the great 

army of purchasers throughout 


the Northwest and goes into more: 
© © | homes than any paper in its field. 
It brings results. 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 1906, 52,010. 


CIRCULAT’N Minneapolis Tribune. W., 
J. Murphy, pub. Est. i867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Sor the year ending December, 
1906, was $1,272. The daily 

een, Manes Tribune average per issue Sor 

paper" IMree. the year ending Decenber, 1906, 


PRINTERS’ INK. 


average for 12 mos. en 








St. Paul. PioneerPress. Net average circ la. 
aon Sor January—baily 85.802, Sunday ::2,. 
ee. 


The absolute accuracy of the 

Pioneer Press circulation 8/ ite. 
ments is guaranteed by the An eri. 
can Newspaper Directory. Ni: tety 
per cent of the money due for sub. 
scriptions is collected. showing ‘hat 
subscribers take the paper bec: use 
they wart it, All matters pertain- 

ing to circulation are vpen to invest: gation. 


Winona. Republican-Herald. Av. May. 4.518 
(Sat. 5,200). Best outside Twin C ities & 1 Dui: ith, 


MISSOURI. 
oplin, Globe, daily Average 1906, 15,254, 
Pi 1907, 17,282, E. Katz, Special Agent, Re 4 


Kansas City. Journal. Cire’n, 277,974; 
207,520 Weekly—display and ciassified, 4% 
eents a oa. flat; 70, 000 ae and Sunday — dis- 
play, 12 3 el Te. eckly 
and Sun lay—display. ‘8c. Lnpeatere on request 


Jonenh, 
om "86,079. 





News and Press. Circulation 
Smith « Thompson, Eust, Reps. 


St. Leuis. National Druggist, mo. 
Strong, Editor ana Publisher. 
8.000 (© ©). 





Heniry R. 
Average for 1906, 
Eastern office, 59 palin Lane. 


&t. Louia. National Farmer and ‘stock Grower, 
monthly. Areruye sor 1906, 104,200, 
MONTANA. 


Missoula, Missoulian. Every morning. Ar 
erage 12 months ending Dec. 3/, 1906, &,107. 


NEBRASKA. 


Lineoln, Deutsch-Amerikan Farmer, weekly. 
Average 1906, 141,839. 


Lincoln, Freie Feeeee, weekly. Actual average 
Sor 196, 142.98 


NEW HAMPSHIRE. 


Manchester. Union. Ar. £906, sess. daily, 
N. H. Farmer and W eekly Union, 5,550. 


Nashua. Te lerraph. The only daily i in city. 
Average 8 mos. ending Aug. 3/, 1907, 4,422, 
NEW JERSEY 
Asbury Park. Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 


Camden, Daily Courier. Actual ee : for 
year endina Necember 31. 1906, 9.020 





Elizabeth, Journal. Av. 1904, 5,522; 15, 
6,515; 1906, 7,847; first 6 mos, 1907, 8,221. 
Jersey City. Evening Journal. Arerage {vr 
1906, 28.005. First six months 197, 24,089. 
Newark. Eve. News. Net dy. av. for 19% 
68,022 copies ; net dy. av. for Apr., 1907, 68,910, 


Trenton, Evening Times. Ar, 1906, 18.287; 3 


mos, dy. av, Apr. 30, 07, 20.621; Apr., 20,652, 


NEW YORK. 


Albany. Evening Journal. Daily average fr 
196. 16.251. It’s the leading paper. 


Batavia, Daily News. 
1907, 7,494. if 





Average first 6 - &. 
F.R. Northrup, Special Rep., N. 


Breoklyn, N. ¥. Printers’ ink s. 7s 
THE STANDARD UNION now has te 
largest circulation in Brooklyn. Do’) 
average 6 mos. 1907, 58,449, 
Buffalo. Courier, morn, Av.1906, Sanday .9 1+ . 
168; daily, 58. 68i; Enquirer, even., 32.65: 


Buffalo. Evening News. Daily average 19 5 


94.690; for 1906; 94,748, 


Corning, Leader, evening. Average / 


6.238; 1905, 6,395; 1906, 6, 3 1906, 6,585; Feb. av., 6,82 


Mount Vernon, Argus, ‘Argus, evening. Actual day 


ing June 30,07, 4,816 








tory. was 103,164. 





Newburgh. News, daily. Av. '06,5.477; 4 


more than all other Newburgh Ih papers combine 
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New York City. 

Army & Navy Journal. Est. 1863. Actual weekly 
av. for '06.9.706 (OO). 4 mos, tv Apr. ’v7, 9,949. 

Automobile, weekly Average for year ending 
Dec. 28, 1906, 15,212. 

Baker's Review, monthiy. W. R. Gregory Co., 
publishers. Actual average for 1906, 5.488. 

Benziger’s Magazine, the only popular Catholic 
Family Magazine published in the United States. 
Guaranteed cire’n, 75,000; 50c. per agate line. 

Chpper, weekly (Theatrical), Frank Queen 
Pub. Co,, Ltd? Aver. for 1906, 26.611(0O0). 

El Comercio, mo. Spanish export. J. Shepherd 
Clark Co. Average for 1906, 8,642—sworn. 

Musie Trade Review, music trade and art week- 
ly. Average Jor 1906, & 109. 

Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
4906, 11.708. 

The People’s Home Journal. 554.916 mo. 
Good Literature, 452.500 monthly, average cir- 
culations for 1906—all to paid-in-adrance sub- 
scribers. F. M. Lupton. pubiisher. 

The Tea and Coffee Trade Journal. Average 
circulation for year ending July, 1907, 7,865; 
July, 1907, issue, 8,000. ‘ 

The World. Actual aver. for 1906, Morn,. 818,+ 
664, Evening. 359.057. Sunday, 442.228. 

Rochester, Case and Comment, mo., 


Law. 
Av. for year 1906.22.601, Guaranteed 20,000, 


THE 
POS! 





EXPRESS 


IS THE IDEAL 
HOME. PAPER 


Circulates in more than 18,000 
Buying Homes 


LIVE, PROGRESSIVE, 
ABLE and 
EFFECTIVE 


THE POST EXPRESS 
Rochester, N. Y. 











Schenectady. Gazette, daily. A. N. Liecty. 
Actual average for 1905, 18.058; 1906, 15.809, 


Syracune. Evening Iteraid. daily. Herald (o., 

pub. Aver, 1906, daily 85.206. Sunday 40,064. 

ef Record. Average circulation 

1906, 8,801. Average, August, 1907, 

20,458. Only paper in city which has 
permitted A. A. A. examinatio::. 





Utiea. National Electrical Contractor, mo. 
Average for 1906, 2.625. 

Utien. Press. daily. Otto A. Meyer, publisher. 
Average for year ending March 31, 1907, 14.927. 


NORTH CAROLINA. 


Charlotte, News. first six months 1907, 5,827; 
Times-Democrat, 6,101. Who betters that 
Raleigh, Times. North Carolina’s foremost 
afternoon paper. Actual daily average Jan. ist 
to Oct. :st, 1906, 6,551; weekly, 3,200. 
Winston-Salem leads all N.C. towns in manu- 
facturing. The Twin-City Daily Sentinel leads all 
Winston-Salem papers in circulation and advg. 


NORTH DAKOTA. 


Grand Forks, Normanden, Av. yr. ’05, 7,201. 
Aver, for year 1906, 3,180. 


OHIO. 


Akron, Times, daily. Actual average for 
year 1906, 8,977; April, 1907, 9,605, 


Ashtabula. Amerikan Sanomat. 
Actual average for 1906. 10.690, 


Cleveland, Piain Dealer. Est. 1841. Actual 
daily average 1906, %2,216; Sunday, 88,869; 
August, 1907, 75,854 daily; Sun., 86,964. 

Coshocton, Age, daily. Net average 1906, 
2.757. Verified by Asso. Amer. Advertisers 

Coshoeton, Times, dy. Net ’06, 2.128; 6 mo. 
07, 2,416. No cash books fixed to fit padded cir. 


Dayton, The I. L. U. Home Journal, mo. 
(Formerly Laborers’ Journal). National cir. Av. 
year ending April 3v,_’07, 14.811 copies, 
Critically read by 36, 500 members of THEI. L. U. 
GRAND LODGE, the fraternal, beneficiary order 
of wage-workers. 5c. agate line, flat rate. 
Springfield, Farm and Fireside, over 4 cen- 
tury jeading Nat. agricult’! paper. Cir.485,000, 
Warren, Daily Chronicle. Actual average 
Sor year ending December 37, 1906, 2,634, 
Youngatown. Vindicator. D'y. av.06, 18.740; 
Sy. 10,001; LaCoste & Maxwell, N.Y. & Chicago. 


OKLAHOMA. 


Oklahoma City, Tne Oklahoman. 1906 ave ., 
18,918; Aug. 1907, 20,217. E. Katz, Agent N.Y. 


OREGON. 


Mt. Angel. St. Joseph’s-Blatt. Weekly. May 
3, 1907, 19.188. 


Portland, Journal, daily. Average 
1906, 25,578; for August, 1907, 27,958, 
Circulation guaranteed by Roweil's 


American Newspaper Directory. 


Portland, Pacific Northwest, mo.; av. ist 6 mo. 
1907,16,000. Leading farm paper in State. 


PENNSYLVANIA. 
Chester, Times. ev’g a, Averaae 1996. %.688, 
N. Y. office, 220 B’way. F. R. Northrup, Mgr. 
Erle, Times. daily. Aver. F hg 1906, 17,110; 
Aug. 1907,18,592. E. Katz, Sp. Ag., N. Y. 
Harrisburg. Tel 
815. Largest paid 


Finnish, 


raph Sworn av. Aug., 14,- 
reulat’n in H’b’g or no pay 
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Farm Jovurnat, Philadelphia, ; 
has been awarded'the (©©) by Print- 
ers’ Ink, indicating that advertisers 
value this paper more for the class 
and guality of its circulation than for 
the mere number of copies printed. 
And in addition to this, Farm Jour- 
NAL has the largest circulation of 
any agricultural paper in the world. 
The average for 1906 was 551,633 
copies each issue, 














Philadelphia, Confectioners’ Journal, mo. 
Av. 1905,5,470; 1906, 5,514 (OO). 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual 
circulation of THE BULLETIN for each day in 
the month of August, 1907: 


tt et 
PF 





Total for 27 days, 6,082,821 copies. 
NET AVERAGE FOR AUGUST: 


225,290 copies a day 


“The Bulletin’s” circulation figures are net; 
all damaged, unsold, free and returned copies 
have been omitted. 

WILLIAM L. McLEAN, Publisher. 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 
per. esides the Guarantee 
tar,it has the Gold Marks and is 
cn nthe Roll of Honor—the three 
most ae distinctions for 
any newspaper. Sworn average 
circulation of. the daily Press for 
1906, 100,548; the Sunday Press, 137,863, 


UA 
Oru 
TEED 


fSeranton, Truth. Sworn circulation for 1906, 
14,126 copies daily, with a steady increase. 


Weat a. Local News, 
daily. W. H. Hodgson, sverayesor 
1905, lecaee In its 35th year. 
In dent. Has Chester County 
and vicinity for its field. D-voted 
to home news. hense is a home 

paper. Chester County is second 
in tne State in ‘agricultural wealth. 


America’s Greatest 
180. 
ork and Chicago. 


Williamsport, Grit. 
Family Newspaper. Average 1906, 280. 
Smith & Thompson,Reps.,New 


York, Dispatch and Daily. Average for 1906, 
17,769. 


RHODE ISLAND. 


Pawtucket, Evening Times, Aver. circulation 
Sor 1906,17,118 (sworn). 


Providence. Daily Journal, 18,051 (@0), 
Suades, Sh. 840.:(@@O). Evening Bulletin &6,- 
620 averaye 1906. Providence Journai Co., pubs. 


Providence. Tribune. Morning 10.347. 

sean 4 SE 118: Sunday. 16,320. Most 

prog ressive paper in the field. Evening 
tion guaran 


ranteed by Rowell’s Am. N.D. 
Weaterly,Sun. Geo. H. Utter, pub. Aver. 1906, 
4.627. Largest circulation in Southern R. 1. 


PRINTERS’ INK. 


SOUTH CAROLINA. 


Charleston, Evening Post. Actw:i dy. aver. 
age for 1906, 4.474. Decemo Decemoer, 1906, 4.7 55. 


Columbia, 8 State. Actual aver. 
age for 1906, daily ‘3 ), 11,287 
copies; ——s + aaa Sun 
day ‘O®). 8. Actua 
average for melt six 288. 1907 
13tes. ) icoucieate Sunday’ (OO: 


Spartechors. Herald. Actual average for 
Sirst jive months, 1907, 2.529. 


TENNESSEE. 


Chattanooga, News. Aver. 3 

mos. endiny Dec. 3/, 1906, 14,2707. 
7 Chattanooga ‘paper permit- 
in tiou a by 
Assoc. Am. ‘Advertisers. Carries 
more — in 6 days than morn- 
ing paper7 days. Greatest Want 
Ad medium. Guarantees largest 
circulation or no pay. 


Knoxville, yournal and Tribune. 

S65. year ending December 
37, 1906, 18,6 poly average last 3 
months 1906, §, 15,247. 





UA 
On 
TEEO 


Memphis, Commercial Ap 

weekly. First six mon 
Sunday, 61,485; cots. "6 
Thompson, Representatives, N. 


he aby at, daily. ai esd) 


isis, "a ‘amiar & 
18 and Chicago. 


Nashville, Banner. daily. Aver. for year my 
81,455; Jan. 1907, 88.538; Feb. 1907, 87,27 


TEXAS. 


El Paso, Herald. May, ar., 7,618. More than 
both other El Paso dailies. Verified by A. A. A, 


VERMONT. 


Barre. Times. gone: F.E. Langley. Aver. 1905, 
8.527; 1906,4.113. 


Bennington. 


Banner, daiiy, T, E. Howe. 
Actual average for 1906, 1.9380, 


son eitegsen. Free Press. Daily average for 


906. 3.459 4 city and State circula- 
sees Examined by Asso. of Amer. Advertisers. 


Montpelier, Argus, =. Actual average 
for 1906, 8,280 copies per issue 


Rutland, Herald. ‘Average 1904, 2,527. 
erage 1905, 4,286. Average 1906, 4, 1,677. 


t. Albans, Messenger, daily. Actual average 
P. 1905, 3,051; Jor 1206, 8.388 copies per issuc 


VIRGINIA. 


Danville, The Bee. Av. 1906, 2,867. July, 
1907, 2, 782, Largest cir’n. Only eve’g paper. 


Kichmond. So. Tob. and Modern Farmer, 
mo. .rerage for Jirst 5 mos. of 197, 14.425, 


Winchester. Evening Star. Arerage Jun 
sworn daily 3,826. Omiy daily paper. 


WASHINGTON. 


Seattle, Post-Intelligencer (OO) 
Av., for ug. 1907, net—Sunday 
48,806; Daily, 84,957; week day 
88,646. Only sworn circulation 
in ——.. Largest genuine anc 
cash paid circulation in Washing 
ton ; highest quality, best servic: 
greatest results always. 


Seattle. The Daily and Sunday 

es leads all newspapers on th« 

Pacific Coast north of Los Angele: 

in amount of advertising printea 

during Ist 6 mos 1907. its nearest 

rival was beaten by over 134,40! 

inches display and 180,000 lines ot 

classified. That tells the story of 

results. Average for 1906, was 42,172 daily, 

hy | 5 aoe. Aver e for Ju une, 1907, were 

Morning and Evening 58,997, Sunday = 
681. You get the best quality and largest qua 

tity of proven circulation perfectly blended 

— you buy space in sg Times, the biggest 





per success of the last decade on the 
Pacitie Coust. 
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Tacoma. News. Arerage 1906,16,109; Sate 
urday, 17,610, 


WEST VIRGINIA. 


Parkersburg, Sentinel. daily. R. E. Hornor, 
pub, Averaye for 196, 2,640. 


Ronceverte, W. Va. News, wy. Wm. B. Blake 
& Son, pubs. Aver. 1906, 2,220, 


WISCONSIN. 


Janeaville, Gazette. d’ly and s8.-w’y. Cire’n 
ist 3 mos. 1907, duily 3.508 ; semi-weekly 2,552, 


Madison, State Journal, dy. Average 1906, 
8,602;Jan., Feb., Mar.,1907, 4,884; Apr., 5.106. 


Maw aukee, The Journal, evé., 
ind. Aver. 8 mos., 1907, 51,555. 
Aug. gain over 1906, daily, NPA a4 
Paid city circulation ALONE 
greater than TOTAL paid of any 
other Milwaukee daily or Sun- 
day; also more advertising car- 
ri 


Milwaukee, Evening Wisconsin, d’y, Av. 1906 
25.480 (©©). Carries largest amount of ad- 
vertising of any paper in Milwaukee. 


Oshkosh, Northwestern. daily. Average for 


Racine. Wis., Estab. 1877 
Actual weekly average for year 
ended Feb. 28, 197, 51,126. 
Larger circulation im Wiscon- 
sin than ann — + Omics Adv. 
$3,50 an inch fice, Tem- 
ple Ct. W.C.  Sikotae Mor. 





WYOMING. 


Cheyenne. Tribune. Actuel daiiy average net 
Sor 1906, 5,126; semi-weekly, 3,898. 


BRITISH COLUMBIA. 


Vancouver, Province. daily, Average for 
1906, 10,161; July, 1907,18,541. H. leClerque, 
U.S. Repr., Chicago and New York. 


MANITOBA, CAN. 


Winnipeg, Free Press, daily and weekly. Av- 
erage for 1906, daily, 84,559; dail August, 1907, 
86,981, wy. av. for mo. of August, 22,125. 


Winnipeg, Der Nordwesten. Canada’s Ger- 
man newsp’r, Av. 1906,16,177. Rates d6c. inch, 


Winnipeg, Telegram. Average 6 mos, 1907 
22,961. eekly av.19,586. Flat rate, 3c. 


ONTARIO, CAN. 


Toronto. Canadian Impiement and Vehicle 
Trade, monthly. Average for 1906, 6,125, 


Toronto, Canadian Motor, monthly. Average 
circulation for 1906, 4,540, 


QUEBEC, CAN. 


Montreni. La Presse. La Presse Pub. Co. 
Ltd., publishers. Actual averaye 1905, daily, 
96,771; 7906, 100,087; weekly, 49,992. 


ony The Daily Star and 
The Family *Herald and Weekly 
Star have nearly 200.000 subserib- 
Aataw ers, representing 1.000,000 readers 
AN —one-fiftn Canada’s population. 
Maa Av. cir. of the Duily Star for 1906 
60,954 copies daily; the Weekly 
Star, 123,452 copies each issue, 
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(o ©) GOLD MARK PAPERS@@) 





Out of a grand total of 23,461 publications listed in the 196 issue of Roweil’s American Newspes.- 
r meee one hundred and fourteen are distinguished fro: all the others by the so-called gold 


marks (OO 





ALABAMA, 
THE MOBILE REGISTER ( (00). Established | 
1821. Richest section in the prosperous South. 


WASHINGTON, D. Cc, 
Nearly ce Ages A in \Vashington subscribes to 
THK KVKNING AND SUNDAY STAK, Average, 
1996, 35,577 «@@). 


ILLINOIS, 

THE INLAND PRINTER, Chicago, ‘© ©). 
ual average circulation for 1905, 15,866 

BAKERS’ HELPER (© ©), Chicago. “ae “Gold 
Mark” journal for bakers. Oldest, best known. 

TRIBUNE (@ ©). Only paper in ( ‘hicago re 
ceiving this mark, because TRIBUNK ads bring 
satisfactory results. 

KENTUCKY. 

LOUISVILLE COURLER-JOURN4L 

Best paper in city; read by v best people 


(O©). 


MAINE. 
LEWISTON FVENiNG pt eee daily, aver 
e first six mos. 1907, (OO); wy., 
©). Muine’s great Siecaneok 


MASSACHUSETTS 

Beaton, Am. Wool and Cotton Reporter. Ree- 
ognized organ of the — and woolen indus- 
tries of America (© 

BOSTON EVENING 1 TRANeCRIPT (OO). estab- 
lished 1830. The only gold mark dai.y m Boston. 
TEXTILE WORLD KEVCORD (@©), Restor 
Nearly 20) of its 400 advertisers use no other 
textile journal. It covers the field. 


WORCESTER L’OPINIE IN PUBLIQUE (© ©) is 
the leading French daily of New Engiand. 


MINNESOTA. 
PIONEER PRESS (©60), St. Paul, Minn. 
reliable paper in the Northwest. 


THE MINNEAPOLIS JOURNAL(© ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local advertis- 
ing, more classified advertising and more total 
advertising than avy paper in the Northwest, 


Most 


NEW YORK, 

NEW YORK TIMES (OO). 
sales in New York. 

BUFFALO COMMERCIAL (@6©). 

because it always produces sati-fuctory results, 


BROOKLYN EAGLE (@©) is THE advertising 


medium of Brooklyn. 


THE POST EXPRESS (@O). 
Best advertusing medium tn this section, 


ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestige. 


ENGINEERING NEWS (@©).—The leading en- 


gineering paper in the country.—Press,Clereland, 


SCIENTIFIC AMEKICAN (© ©) has the largest 
circulation of any technical paper in tbe wortd. 


VOGUE (@©) carried more advertising in 1906 
than any other magazine, , weekly or monthly. 


ELECTRICAL REVIEW ‘© ©) covers the field. 
Read and studied by thousands. 
electrical weekly. Reaches the buyers. 

NEW YORK HERAIL| (@©). Whoever mer- 
tions America’s leading newspapers mentions | 
the New York HEEALD first 

CENTURY MAGAZINE (© ©). There area few 
people im every community who know more 
than all the others. ‘bese people read tne 
CENTURY MAGAZINE. 


| 
Act- 


17,705 


Largest gold-mark j 


Desirable | 


Rochester, N.Y. | 


Oldest, ablest | 


| STREET RAILWAY JOURNAL (Q©). The 
= woes on Oy and interurban rail 
aud in; ulation 8,200 weekly. 
McGaw PUBLISHING. COMPAN z. 


HARDWARE DEALERS’ ¥ MAGAZINE, 

In 196, average issue, 20,791 (©O.) 
Specimen copy mailed upon reques' 

D. T. MALLETT, Pub., 253 ealeer. ie 


THE ENGINEERING RECORD (©60). The 
most progressive civil engineering journal in 
the world. Circulation averages over 14, 000 ‘ieee 
week. MCGRAW PUBLISHINS CUMPANY 


FOREST AND STREAM (c0) 


Largest cirenlation of any ae 's week 
Goes to wealthy recreationists, 


NEW YORK TRIBUNE by daily and Sun- 
day. Established 1841. conservative, clean 
and up-to-date newspaper, saan readers repre- 
sent inteileer and pyrchasing power toa bigh- 
grade advertiser 


ELECTRICAL WORLD (@©)._ Established 1874. 
The great international weekly. Cir. audited, 
verified and certified by po Association of Amer- 
ican Advertisers. Av. weekly cir. during 1905 
was 18,827. Mc sRAW P vl BL ISHING COMPANY. 


PEN NSYLV ANIA. 

THE PRESS (© ©) is Philadelphia’s Great 
Home Newspaper. It is on te Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paver Sworn circulation of The Daily Press, 
for 1906, 100,548; The Sunday Press, 137,863. 


THE PITTSBURG 
©® DISPATCH ‘oe 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fied. nly two-cent 
morning paper assuring a prestige most 
protitable to advertisers. aargest home 
delivered circuJation in Greater Pittsburg. 














RHODE ISLAND, 
PROVIDENCE JOURNAL. (@ ©), a conservative 
enterprising newspaper without a single riva 


SOUTH CAROLINA, 
THE STATE (©©), Columbia, 8. C. Highe-t 
quality, large-t circulation in South Carolina 
VIRGINIA, 
THE NORFOLK LANDMARK (©©) is the 
home paper of Norfolk, Va. That speaks vo.umes. 


WASHINGTON. 
THE POST INTELLIGENCER (@ @). 


morning paper in Seattle. Oldest in State. 
biggest and best. Able, alert, always ahead. 


Only 
The 


WISCONSIN, 
| THE MILWAUKEE EVENING WISCONSIN 
(@O). the only gold mark daily in Wisconsin. 


CANADA. 
THE FRE PRESS ‘(© ©), London, Ont. Yorn 
ing, Noon, Evening. Circulation over 18,000 dail) 


wee HALIFAX REKAI.D (© O) and the EVE* 
3 MAIL, Circuiation 15,558, flat rate. 
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THE ATLANTIC MONTHLY FIFTY YEARS AGO 


Namber 1. 25 Cents 


we 
Noxia 
(p 


ATLANTIC MONTHLY, 


Devoted to Literature, Art, and Politics. 











NOVEMBER, 1857. 


BOSTON: 
PHILLIPS, SAMPSON AND COMPANY, 

13 Wiyter Staeer. Ps 

tk eed ff 

LONDON: TRUBNER AND COMPANY Voce 

alae 











Fac-simile of cover of first issue published November, 1857 


The Atlantic Monthly To-day 


IS 50 YEARS OLD 


WITH LARGER CIRCULATION AND 
INFLUENCE THAN EVER BEFORE. 


Said by the New York Lvening Post to be 


“Altogether the Best of Our Magazines.” 


The issue for November, 1907, will be 


A Special Anniversary Number, 


the publication of which: will be the most important feature of the 
magazine year. 

All advertising contracts should include it. Every agent knows 
the rates, or write direct to the publishers. 

The Atlantic gives to its advertisers the benefit of fifty years of 
established reputation, fifty years thought and labor in making the best 
magazine possible, fifty years of unshaken confidence in the Atlantic 
by its readers, some of whom have taken it since 1857. 


HOUGHTON, MIFFLIN & COMPANY 
4 PARK STREET, BOSTON 
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The Woman’s 
National Daily 


There are approximately 40,000 Rural Routes, serving almost as ma 
million rural residents. Eighty-five per cent of all the rural routes std 
within a radius of 500 miles of St. Louis. THE WOMAN’s NATIONAL Dat) 
printed this evening, with the market reports and world’s telegraph news up! 
the moment of going to press, will be on 85% of the rural routes of Ameri 
to-morrow murning. According to their own statement before the Pos 
Commission last October, less than 6% of the circulation’ of the daily pre 
is mailed outside of the cities in which the papers are printed. Our eméire cite 
lation goes into the rural districts, and it is all paid in cash-in-advance subscrij 
tion. Since the first issue we have averaged, even right through the Summe 


A THOUSAND NEW 
SUBSCRIBERS PER DAY 


Nearly two-thirds of the population of this nation lives in the rural dis 
tricts and in towns of less than 3,000 inhabitants having no other daily pap: 
than THE WoOMAN’s NATIONAL DAILY. 
It is clean, high class and holds the con- ; 
fidence of its readers. If you wish to Th 
test out your new copy before inserting W 
in the magazines, you es do so and get e€ om 
the quickest action and most satis- 
factory results, through this remark- 
able daily paper, of anything in America. 
The present rate is 40 cents per line they want and can not get in 
per insertion, based on a minimum itself. The October issue wi 
of 200,000 copies to actual subscrib- The advertising rate is $1 pe 
ers. This rate will hold good until , : con 
§00,000 actual subscription can be number close in St. Louis $4 
proven, when it will be raised without teed circulation is 300,000 copi 
notice. 





The unique position of 
supplying, for sixteen years, 





In | 
of publi 
WomMAD 
press an 
or be sil 
hundrec 
beginnil 
its adv 
scribers 
Octobe 








The above three publications reach approximately every tenth home 





the purchasing power and are not concerned in the stagnation of the 


world, devoted exclusively to their publication. They are the paped 





marble, covering a city block. 
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~The Woman’s 


M 
In the whole history of journalism, no more remarkable demonstration 
of public confidence has ever been given than that shown in the case of THE 
Woman’s MAGAZINE. Standing for a great principle, the freedom of the 
press and the right of fair and open trial, it gave up its life rather than recede 
or be silent. To its support has come a wave of public sentiment, backed by 
hundreds of thousands of dollars in cash, and it will again resume publication, 
beginning with the October issue, having retained both its subscribers and 
its advertisers. All through the four months of its suppression, its sub- 
wm scribers have regularly notified us of any change in their address, and the 
Summeg™ October issue will be mailed into the homes of 


ONE MILLION 
AMERICAN FAMILIES 





who are awaiting and expecting it as no other magazine was ever awaited 
and expected before. Many marked improvements have been made in its 
dress and contents, and beginning with 
the November issue it will be printed in 
handsome.colors. The same high stand- 


J ournal ard of its advertising patronage will be 





enforced as heretofore, and the same 
guarantee to its readers of the reliability 
of its advertisers printed in each issue. 
The rate is $4 per line, with space dis- 

] papers, places it in a class by counts, based on a guaranteed minimum 
Wily desirable and eagerly read. circulation, direct into the homes, of one 
million copies. Readers of this are too 
late to catch October issue now, but forms 
for November close in St. Louis October 
1oth to 15th. Copy of the October issue, 
and furtherinformation, mailed on request. 


MFARM JOURNAL, gained through 
on the farms, the information 


e discounts. Forms for October 
to 30th. The minimum guaran- 











They are produced in the largest and finest publishing plants in -he 
ple, and the ‘‘ people,” especially those in the rural districts, now have 
arket. 








NEW YORK 
Flatiron Building 


CHICAGO 
First Nat’] Bank Bldg. 


WASHINGTON 
. LOUIS, MO. 1426 New York Ave. 





beautiful buildings in the world. 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers, 


OFFICE: NO. 10 SPRUCE ST., 
New YORK City. 
Telephone 4779 Beekman. 


President, ROBERT W. PALMER, 
10 Spruce St., New York City. 
Treasurer, GEORGE P. KOWELL, 
10 Spruce St., New York City. 
London Agent. F. W. Sears, 50-52 Ludgate Hill,E.C 
Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. “On receipt of five dollars four paid 
subscriptions, sent in at one time, will be = 
down for one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollars a hundred. Being printed from stereo- 
type plates, itis always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five doliars a 
hundred, 


ADVERTISING RATES 

Advertisements 20 cents a line, pear] measure 
15 lines to the inch ($3); 200 lines tothe page ($40) 

For specified sition selected by the adver- 
tisers, if granted, double price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come to hand one week 
in advance of “4 of publication. 

Contracts by the month, quarter or year, May 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. . Lae 

Everything appearing as reading matter is in- 
serted free. 5 

All advertisements must be handed in one 
week in advance. 





New York, Sept. 18, 1907. 








SEASONABLE advertising is sane. 
It should be ready well in ad- 
vance of the season, and as sure- 
ly followed out as corn-planting 
or apple-picking. Waiting on the 
weather is heartbreaking, and the 
season gets by and nothing done. 


Pictures’ please’ the eye. 
Phrases tickle the ear. But the 
heart talk of a perfect advertise- 
ment burns into the brain; and 
the idea stays there and is re- 
membered after the medium is 
forgotten and the words and pic- 
tures are faded away. 


ORGANIZATION, methods and 
system are splendid helps in ef- 
fective publicity and expedient 
“follow-up.” The one danger is 
lest individuality be sacrificed and 
the advertising become mechani- 
cal. A bubble of vitality is 
worth a barrel of machinery. 
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A FIRM of manufacturers on 
Broadway advertises a_ billing- 
machine. The ‘introduction of a 
“Cooing” attachment would un- 
questionably increase its popular- 
ity. 


“Collier’s’? Lhe proprietors 

and. editor of 
Sues Post. Cojjicy’s Weekly 
have brought suit against C. W. 
Post, and Bradley Garretson, his 
New York manager, for $750,000 
because of alleged libel contained 
in an advertisement of Grape 
Nuts, printed in newspapers in 
this country and Europe on Sep- 
tember 4. 

The trouble started over an 
editorial which appeared in the 
issue of Collier’s for July 27. It 
read in part: i 

“One widely circulated —para- 
graph labors to include the im- 
pression that Grape-Nuts_ will 
obviate the necessity of an opera- 
tion for appendicitis. This is 
lying and, potentially, deadly 
lying. 

“Similarly, Postum - continually 
makes reference to the indorse- 
ment of ‘a distinguished physi- 
cian’ or ‘a prominent health 
official,’ persons as mythical, 
doubtless, as they are mysteri- 
ous.” 

The particular paragraph in the 
advertisement, to which the 
Colliers and Mr. Hapgood, the 
editor, object, read: 

“When a _ journal willfully 
prostitutes its columns, to try and 
harm a reputable manufacturer in 
an effort to force him to adver- 
tise, it is time the public knew 
the facts. The owner or editor 
of Collier's Weekly cannot force 
money from us by such methods.” 

The complainants also take ex- 
ception to another paragraph, 
which reads: “Some time ago the 
manager of Collier’s Weekly got 
very cross with us because we 
would not continue to advertise 
in his paper.” 

The complainants declare that 
the contract with the Postum 
Company was broken off by 
themselves after a long corre- 
spondence with the company, in 
which it practically pleaded to 
have the advertising continued. 
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H. D. LaCoste, New York, 
has recently added the Boston 
Post to his list of papers, as 
eastern representative, 








Tue Harrisburg Telegraph is 
putting out a neat triangular 
shaped circular, showing a daily 
average for July, 1907, of 14,339 
copies. 





Durine August, 1907, the Kan- 
sas City Star sold each day 8,000 
more copies than in August, 1906, 
and carried fifty full pages of ad- 
vertising more than in the corre- 
sponding month one year ago. 





Tue Hardware Dealers’ Maga- 
sine has issued a circular giving 
comparative tables of the adver- 
tising carried in the July and 
August issues of leading month- 
lies. The Hardware Dealers’ 
Magazine is ahead of all the 
magazines of general circulation. 





Tue Standard Roller Bearing 
Co. of Philadelphia has estab- 
lished a department of publicity, 
which will be conducted by C. 
Dickens Sternfels, who has been 
identified in a similar capacity 
with the Arthur Koppel Com- 
pany, of Pittsburg, for the past 
three years. 


THe Shoe and Leather Re- 
porter issued this month a mam- 
moth edition of 348 pages to 
commemorate the fiftieth anni- 
versary of the journal's establish- 
ment. When it was started the 
paper now known as the Dry 
Goods Economist was the only 
journal in the country devoted 
exclusively to the publication of 
trade news. 


A SPECIAL meeting of the 
American Newspaper .Publishers’ 
Association will be held to-day 
at two o’clock in the Astor Gal- 
lery of the Waidorf-Astoria, to 
consider the white paper ques- 
tion, which is a decidedly live 
topic at present, owing to the ad- 
vance in the prices of printing 
paper. The Associated Press 
and the United Publishers’ Asso- 
ciation have been invited to at- 
tend the meeting. 
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Cat, J. McCartuy, for three 
years assistant to A. P. Coakley, 
in the advertising department of 
the Lewis Publishing Company, 
has succeeded Mr. Coakley as ad- 
vertising manager. 


Henry BRANSON VARNER, pub- 
lisher of the Lexington, N. C., 
Dispatch, has a party of ten 
ministers on a pleasure jaunt, the 
outcome of a_ voting contest. 


Frank R, Northrup, his New 
York representative, is assisting 
in their 
city. 


entertainment in that 





The Pittsburg Post 

has been raised in 

GUAR i f e cent to 

matey price from one cent tc 

uaa two cents a copy. The 

publishers intend to 

make the Post bigger and better 
than ever, 





Clover Leat WV'll S. Bowers, 
city editor of the 
Notes. Sioux City Daily 
News, has been transferred to the 
Des Moines Daily News. His 
place at Sioux City has been 
taken by C. M. Dickinson, form- 
er police reporter on the Sioux 
City News. Bert Lennon of St. 
Paul takes Mr. Dickinson’s po- 
sition. 


McClellan aa 7 : Bit 
in Ohio. , 2 


ly general mana- 
ger of the Star League of Indi- 
ana, has become financially in- 
terested in the Dayton, Ohio, 
Journal and will be actively con- 
nected with the paper as its pub- 
lisher. E. M. Burke, for two 
years advertising manager of the 
Star League, will be business 
manager of: the Journal. 

The Journal is the only morn- 
ing paper in Dayton, and was 
established ninety-nine years ago, 
being one of the oldest papers in 
the State. It has not become de- 
crepit with age, however; in 1906 
it printed an average of 18,820 
copies daily. Mr. McClellan be- 


lieves he can make it one of the 
strongest newspaper properties of 
the middle west. 
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L. A. SANpbiass, Baltimore, is 
about to. send out copy for 
Hunter rye whiskey. 


J. W. Morcan, New York, is 
placing Feathersilk copy with 
women’s publications. 


Hote, Bres~tin, New York, is 
placing advertising direct with 
New York State papers, 

Benspore Cocoa copy is going 
to daily papers through Wood, 
Putnam & Wood, Boston. 

Tue Santa Fe Railway is being 
advertised in daily papers through 
J. L. Stack, Chicago, 5,000 lines. 

Dr. TAytor Company, Phila- 
delphia, patent medicine, is renew- 
ing contracts direct with dailies. 

THE Pencil Exchange, Jersey 
City, is placing advertising for a 
strong box, direct, with newspa- 
pers. 

ALLAN Forman, New York, is 
asking rates on two inch reader, 
one time, from Pennsylvania pa- 
pers. 

— 

CrossettT shoes are being ad- 
vertised in daily papers through 
the Frank Presbrey Agency, New 
York. 

_——— 

Tue L. S. Kilmer Company, 
Binghamton, N. Y., are making 
up their list of mediums for 
Swamproot. 


Rice & Hutcuins “Educator” 
shoe is being advertised in daily 
papers through Wood, Putnam & 
Wood, Boston. 

RUDOLPH GUENTHER, New 
York, is advertising J. S. Ogilvie 
& Company, New York, publish- 
ers, in magazines. 

Tue McFarland Publicity Ser- 
vice, Harrisburg, Pa., is offering 
two inch ads, thirty times, to 
Pennsylvania papers. 


THE 4 in 1t Company, New 
York, are advertising their polish 
in daily papers through Rudolph 
Guenther, of that city. 

H. J. Mrtier, is asking rates 
on 10,000 lines to be used in one 
year; also four and six inches “to 
be used twice weekly. 


Tue Leach Chemical Company, 
Cincinnati, is now placing its 
business through .Charles’  L, 
Doughty, of that city. 


RUDOLPH GUENTHER, New 
York, is using New York ‘State 
papers for Codling & Company, 
Northport, L. I., real estate. 


HenrietTA Meta, beauty  spe- 
cialties, is being advertised in 
daily papers by the George B. 
Van Cleve Agency, New York. 


W. F. Hamsitin & Company, 
New York, have added more 
country weeklies to their list for 
Coyne’s Trade School, of that 
city. 

FrANK R. NortHrup, Bruns- 
wick Building, New York, has 
recently added the Portsmouth, 
Arkansas, Times to his list of 
papers. 

Tue Allan Advertising Agen- 
cy, New York, is placing the ad- 
vertising for Kremers, a patent 
medicine, with New York State 
papers. 


J. W. Morcan, New York, is 
using space in Vogue and other 
publications of that class to ad- 
vertise an imported millinery ac- 
count, 


Tue Massengale Advertising 
Agency, Atlanta, Ga., are now 
handling the advertising of Geo. 
lr. Brodnax, Memphis, advertis- 
ing diamonds in a large list of 
Sunday papers. The same agen- 
cy is also sending out advertise- 
ments to a large list of dailies and 
magazines for Uncle Remus’s 
Magazine, Atlanta. 
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GeorceE BatreN & ComPANy, 
New York, are placing the adver- 
ising of Phillips & Clark Stove 
Company, in newspapers. 


SAMUEL Knopr, New York, is 
placing the advertising of Sidney 
Blumenthal & Company, clothing, 
about three hundred lines, with 
daily papers, 


Grorce Riccs & Company, New 
York, are advertising their “Old 
Bleach” linen in high class maga- 
zines through J. W. Morgan, 
New York, 


Tue Saxane Company, New 
York, is placing advertising, di- 
rect, five hundred to a thousand 
inch contracts with New York 
State papers. 


RApvcLirFE & ComMpPANy’s bridge 
whist scorer is being advertised 
in Life, Vogue, Town Topics and 
other publications by J. W. Mor- 
gan, New York. 


GrorceE §. VASHON, Washing- 
ton, D, C., patents, is being ad- 
vertised in magazines and farm 
publications by Rudolph Guen- 
ther, New York. 


J. W. Morcan, New York, has 
just put out a handsome poster 
‘or “Sun Bleach” cloth and a 
‘mall booklet in imitation of a 
iolt of the material. 

THe H. I. Ireland Agency, 
*hiladelphia, is using three hun- 
'red lines, forty-four times, twice 

week in daily papers to adver- 
ise “Fleisher” yarns, 


W. F. Hamstin & Company, 
New York, are placing a line of 
copy for the Millionaire Calcu- 

i:ting Machine Company, of that 

‘ity, in various mediums. 


Apvertisinc for B, A. Whit- 
ney, New York, is going to 
fashion papers and a selected list 
of newspapers through W. F. 
Hamblin & Company, New York. 


Vv 
Wey 
THE MAGAZINE OF BUSINESS 


TWO FACTS 


SYSTEM 


has 3 ¢mes,in the past 13 months, 
carried more pages of advertising 
than have ever been carried by 
any other standard-size magazine. 
September, 1906, 210 pages (net) 
March, 1907, 208 «& “ 
September, 1907, 213 «te 


SYSTEM has averaged, for the 

past 13 months, five more pages of 

advertising per month than any 

other standard-size magazine. 
Monthly 

Total Average 

Pages Pages 

1970 152 

1gi2 147 

1886 145 

141 

132 

122 

Iit 

103 

10I 

99 

(above figures are taken from Printers’ 


Ink monthly list of net business carried 
by leading publications.) 


SIGNIFICANT BECAUSE 


of the hundreds of additional 
pages SYSTEM could have car- 
ried, were it not for the restrictions 
under which its advertising depart- 
ment labors: 


(1)—No financial announcements, 
except of institutions of the 
highest standing, acceptable. 

(2)—No medical or curative copy 
acceptable. 

(3)—No mail order liquor adver- 

tising acceptable. 

(4)—Noannouncementsof schools, 
at the customary special 

‘“ school rate,’ acceptable. 

(5)—No ‘‘ trade deals ” (merchan- 
dise in payment of space), 
acceptable. 

(6)—No contract specifying posi- 
tion (except at the preferred 
prices published in rate card), 
acceptable. 

















System...... 
McClure’s 

Review of Reviews 
Everybody’s 
Munsey’s 
Cosmopolitan 
Harper’ 

Scribner’s 

Century 


1316 
American Magazine 1286 





M4 
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Tue D-Serta Company, Roch- 
ester, is offering one inch ads to 
daily papers. 


W. F. Hamsiin & Company, 
New York, are using space in 
class publications and some 
newspapers to advertise the 
Standard Appraisal Company, 
New York. 

RENEWALS for Dr. 
patent medicines, is going to 
mail-order papers, magazines, 
Sunday papers and general week- 
lies through Rudolph Guenther, 
New York. 


Bromley, 


Tue G. H. Haulenbeek Agen- 
cy, New York, is placing adver- 
tising for J. W. Brown & Com- 
pany, financial, with newspapers 
and for American Underwriters’ 
Corporation, Chicago, with maga- 
zines. 

SHERMAN & Bryan, New 
York, are placing the fall maga- 
zine and newspaper advertising 
of Keys & Lockwood, makers of 
the ‘Perfect’ Dress Tie. This 
account is a new one in the 
magazine field. 


THE Buffalo Lithia Water ac- 


count is now placed by -the 
Massengale Advertising Agency. 
The same agency is also placing 
the French Tobacco Company 
and Piedmont Furniture Com- 
pany, of Statesville, N. 
P. PARKER, 
International 
Schools as 


formerly 
Corre- 
assistant 


GEORGE 
with the 
spondence 


principal of the school of adver- | 


tising, is now advertising mana- 
ger for the Florence Manufac- 
turing Co., makers of the Pro- 
phylactic brushes. 


RUDOLPH GUENTHER, New 
York, is ~~ the following 
accounts : C. Drury Company, 
New York, alia papers and 
magazines; Manhattan Ely Cop- 
per Company, New York, with 
Sunday papers; E. J. Buehler, 
New York, in mail-order publi- 
cations. 


J. W. Morcan, New York, is 
using space in magazines for 
Hammacher, Schlemmer & Com- 
pany, hardware dealers of that 
city. 


Tue Caroline Woolen Mills, of 
Greenville, S. C., have just made 
a contract with the Massengal« 
Advertising Agency to advertis« 
their blankets in national publi- 
cations. 


W. F. Hametiin. & Company, 
New York, have recently incor- 
porated under New York State 
laws, with a paid «in capital of 
$100,000. The officers are W. F. 
Hamblin, president and. treasur- 
er; Charles W. Haller, vice- 
president; R. M. Greenwood, 
secretary. The directors are W. 
F, Hamblin, Charles W. ‘Haller, 
R. -M.. Greenwood, 'B. F. Zalanger 
and J. W. Baker. 


THE Standard Electric Co., of 
Cincinnati, ‘print on their letter- 
heads an improvement on_ the 
time-honored’ phrase, _“Establish- 
ed” such and such a-year. They 
give the answer instead of mak- 
ing the reader figure ‘out for him- 
self how. old the firm is. This 
year the line reads: “Our 23d 
Year in Business.” 











AN AUTUMN MAGAZINE 
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THE VALUE OF MAGA- 
ZINES FOR ADVER- 
TISING CITIES. 


The following address was de- 
livered by Herbert S. Houston, 
advertising manager of Double- 
day, Page & Co., at the recent 
convention of the Associated Ad- 
vertising Clubs of America, held 
in Cincinnati. Mr. Houston -tells 
PRINTERS’ INK that in his opin- 
ion the Associated Clubs are to 
exert great influence in the in- 
crease of good advertising and 
right advertising principles: 

As a magazine man I am here,: for 
one reason, that I may go out through 
the country, at the close of this con- 
vention, and bear witness to Cincinnati 
as a cool and refreshing summer re- 
sort. The chairman of your Speakers’ 
Committee, Mr. Blaine, in reply to my 
letter saying that I expected to be in 
Maine on my vacation at the time of 
this meeting, wrote and gave me a 
description of the summer temperature 
and comfort of Cincinnati. The letter 
blew in a hot July morning, and its 
fresh breeze of rhetoric made a_ con- 
vincing advertisement for Cincinnati 
and for this convention. Immediately 
the waters of Cobbesecontie, Moose- 
head and Anabescook became a_ vanish- 
ing mirage and I am here by the clear 
stretches of the fast-flowing Ohio. 

3ut if I am to be the “man from 
Cook’s” to guide you around this tri- 
angle subject of city, of magazine, and 
of advertising, let us away before some 
other guide wants to take us to Rock- 
wood or Ivorydale, the greatest object 
lesson in effective advertising which 
can be found in the world, or to that 
Kentucky burgoo, which has been fill- 
ing us all with insatiable curiosity. 
Let us start with a brief contrast, not 
a before taking and after taking, be- 
cause the magazines, as you know, do 
not take patent medicines—but, a con- 
trast as to the way cities secured new 
citizens, new industries and new capi- 
tal a century ago and the way they 
secure them now. Of course, it is 
always wise to start with George 
Washington, if you wish to give an 
air of veri-similitude to an otherwise 
bald and uninteresting document; so 
we shall follow the young surveyor 
across the Blue Ridge into this coun- 
try of Ohio. You will recall how he 
came out with his transit instrument 
and chainmen, and spent three strenu- 
ous years charting and surveying the 
great holdings of Lord Fairfax that 
lay this side of the Monongahela. 
That was the real beginning of the 
West. The trapper, the hunter, the 
French explorer out of the North, had 
come and gone and left not so much 
as the ashes of a camp fire. But the 
young Virginia surveyor read the stars 
io get the triangulation for his in- 
strument and he laid true the lines of 
ownership and settlement and_ civiliza- 
tion; the wilderness surveyed, is a 


wilderness no longer, for then it lies 
in the sure reach of man’s conquest. 
Here was the “father of his country,” 
as a youth, making a survey and keep- 
ing a complete journal of his observa- 
tions about streams and forests and 
soils to bear back to the owners of the 
territory, Lord Fairfax and his brother 
Sir William, a journal that is one of 
the earliest advertising booklets ever 
written in America, For that is pre- 
cisely what it was. And_ following the 
information it spread in Virginia, in a 
limited way:to be sure, there came 
across the mountains, now and again, 
a hardy pioneer to begin a new home. 
Letters found their slow way back to 
the old homes, often borne by some 
settler returning to the East for his 
family. In time the little stream of 
immigration, which at first was like a 
tiny spring trickling down the Alle- 
ghenies and Blue Ridge, became a 
broad current of men and women and 
children—the makers of the West. 
What brought them out past Fort 
Monongahela, down the Ohio, out over 
the Western Reserve and on to the 


HERBERT S. HOUSTON. 


prairies of the Wabash and Sangamon? 
It was the most effective form of ad- 
vertising that has been found from 
Caxton’s time until now—it was per- 
sonal advertising; the personal report 
of Washington to the Fairfaxes, and 
similar reports from scores of. other 
surveyors to other proprietors, the) let- 
ters home to the Merrimac and; the 
Kennebec, to the James and te ‘the 
Catawba, the word of mouth advertis- 
ing of returning Calebs who had spied 
out the promised land, and who,, true 
builders and prophets that they were, 
knew it to be the’ promised land, de- 
spite forests to clear, Indians to - fight 
and the wilderness to conquer. My 
ancestors in Virginia ‘heard glowing 
reports of the Wabash- country from 
one of these Calebs and they jour- 
neyed by wagon over the Blue Ridge, 
following the star of empire westward. 
And so.all the West was peopled, be- 
coming always a receding West, now 
St. Louis and Chicago, then St. Paul 
and Kansas City and finally San Fran- 
cisco and Portland. Personal adver- 
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tising did it, borne by letters and by 
individuals. 

And in this modern day, gentlemen, 
the principle underlying and_ explaining 
the upbuilding of cities and States is 
the same; but the modern world has 
given us marvelous agencies for ap- 
plying the principle. The telegraph, 
telephone, fast trains, rural free de- 
livery, give facilities for the distribu- 
tion of intelligence by letter, by news- 
paper, by magazine that are simply be- 
wildering. The modern city, eetdlere, 
need not wait for the lumbering stage 
to bear in its slow mail pouches the 
news of its growth and of its oppor- 
tunities. It can spread this news on 
the very wings ot the wind to the 
furthest horizons. 3ut still, it must 
not mistake speed for efficiency, the 
broad and quick appeal for the net re- 
sult that finds its way to the clearing 
house statement and the census report. 
The city, in advertising, needs both a 
message and a messenger, a story - of 
opportunity to tell, and an_ effective 
medium throngs which to tell it. 

Of course, knowing our American 
city as we do, with the light of per- 
petual hope on its brow, there can be 
no question about the story to tell. 
But what is the best medium through 
which to tell it—what medium most 
nearly approximates to the personal 


letter and to the personal advertising 
that built up the West? Isn’t the 
answer—the magazine? 

Let us see. But let me first say 
that this address is not to be a dis- 
paragement of the newspaper, one of 


the greatest forms of effective pub- 
licity. Before I was a magazine man 
I was a newspaper man, and no one 
can excel me in admiration for the 
newspaper or my belief in its power 
as an advertising medium. In many 
ways it far surpasses the magazine and 
always will surpass it. Whenever ad- 
vertising is for the local trade and 
whenever the news or time element is 
an important factor in general adver- 
tising the newspaper is supreme, In 
what other possible way can a maga- 
zine publisher, for example, advertise 
as effectively a current feature, such 
as a story by Kipling or a hunting 
sketch by the President, as in the 
newspaper? Manifestly, that is the 
best way, because a quick market must 
be made for this month’s magazine be- 
fore next month’s issue crowds it out. 
The newspaper is the one medium to 
be considered, also, for the retail trade 
of a retail store. Here in Cincinnati 
the great stores know that they reach 
their patrons with unfailing directness 
in the great local dailies. 

But just as a magazine has its lim- 
itations in seeking a market for an ad- 
vertiser, so too it has its great advan- 
tages and superiorities. Let us briefly 
see what these are. In the first place, 
the magazine is made for the home. 
Its appeal is primarily and almost ex- 
clusively to the home. I want to make 
this very plain, because it has an im- 
portant relationship to one of the chief 
reasons why, in my judgment, the 
magazine is peculiarly fitted to serve 
the modern city in getting publicity. 
The point I want to establish in your 
minds is, that the magazine more near- 


ly approximates the letter’ in -direct- 
ness than any other form of advertis- 
ing. This is due chiefly, I believe, to 
the confidence which the magazine 
reader has come to have in the maga- 
zine. And this confidence has . been 
built up as a result of the strong feel- 
ing of obligation which publishers and 
editors have felt to the American 
home,’ for which their periodicals are 
made, They have undertaken not 
only to entertain their readers but to 
build them up in sound ethical views. 
Of course, we make no pretentions to 
any monopoly of either virtue or good 
intentions, and I sincerely hope we 
are not like the priest and lévite who 
go by and look at our’ newspapei 
brother on the other side. But I do 
believe that because we have such a 
clear perception of our responsibility, 
indeed of our trusteeship to the Amer- 
ican home, that we have taken great 
pains to have our advertising pages 
come up to the same wholesome stand- 
ards as our editorial pages. As Lin- 
coln prophesied a generation ago, and 
as we all, South and North, believe 
to-day, a nation could ‘not exist half 
slave and half free. Magazines have 
believed that a publishing house ought 
not to be divided against itself, its 
editorial and representing one _ ideal 
and its advertising end another. Ina 
word, they have believed in the es- 
sential unity of the magazine and in 
the necessity of its adherence to the 
higher standards, from the first . cover 
to the last. Following out this belief, 
they have excluded from their pages 
whiskey advertising, patent medicine 
advertising, mining stocks, oil stocks, 
and other speculative announcements; 
indeed, they have undertaken to see 
that no unclean or doubtful. thing 
should be borne in their pages over 
the threshold of a single American 
home. We have reached no millennium, 
and like Andrea del Sarto “our reach 
still exceeds our grasp’; but we hope 
that our reach is in the ‘right direction, 
and we sincerely believe that much 
which we have desired is already with- 
in our grasp. In a word, gentlemen, 
the magazines have already set up the 
standard which many of you wish to 
see established through a National <Ad- 
vertising law. 

But what of all this? In what way 
is this intimate relationship between 
the magazine and the home connecte:l 
with advertising? In the most nat- 
ural, and yet. in the most wonderful 
way the world has ever seen since it 
began to read print. There has been 
given to the advertisement in the 
magazine practically the force of per- 
sonal representation for the thing a- 
vertised. It goes to its readers wit 
almost the directness of a_ persona! 
letter, the kind that gave publicity in 
upbuilding the West. The very ac- 
ceptance of the advertisement: for pul- 
lication is considered by the home < 
practically a guarantee. Magazine 
publishers are reminded of this iv- 
stantly if an advertiser gets into thei* 
columns and fails to make good, Net 
long ago five subscribers to a magz- 
zine I know something about wrote i: 
and said that greenhouses they ha! 
ordered had not been received. ( 
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course, the first thing done was the 
immediate discontinuance of the  ad- 
vertisement. Then a letter was sent 
to the advertiser, saying this had been 
done, telling him ot the complaints 
received and asking that immediate 
and satisfactory attention be given 
them. The greenhouses were either 
sent or satistactory adjustment made, 
but the advertiser is still denied the 
use of the magazine’s columns and 
will be denied them until he is able 
to establish a conclusive case as to his 
good faith. 

Gentlemen, do you wonder that the 
millions of magazine readers have 
come to rely with such confidence on 
the advertising pages when their pub- 
lishers accept their responsibiliay so 
seriously? And who can over-estimate 
the value of that confidence as an as- 
set in advertising? ‘Think of the tre- 
mendous force it puts behind the 
magazine advertisement, giving it in 
a very real sense the sanction and the 
support of the magazine itself! 

So, to the city, the magazine offers 
a medium through which it may send 
its message and have that message re- 
ceived with confidence. And the city, 
which -is itself a great aggregation ot 
homes, can make its appeal through 
the magazine to the intelligent and 
progressive homes of the whole coun- 
try. 

But while the magazine is personal 
in the sense that it goes to its readers 
almost as a letter from a friend, it is, 
in another sense, impersonal, By that 
{ mean that the national magazine, 


like some~ great colossus, has as_ its 


base the whole continent. This breadth 
of sunport relieves it from the ques- 
tions of local interest which press upon 
the newspaper. The newspaper has the 
defects of its qualities. Planted deep 
in the city from which it draws its 
chief support, it is committed absolute- 
ly (both by loyalty and by necessity) 
to an unflinching advocacy of _ that 
city. Beyond question, the daily pa- 
pers’ are the greatest advertisements 
which have ever been issued or can be 
issued for the city in which they are 
published. They stand for that city as 
against the world, arguing for its bet- 
terment, pleading its cause and in 
every way furthering its interests. 
Their service in these broad lines is 
simply beyond calculation. No. city, 
however great the advertising. patron- 
age it may give its daily press or the 
circulation support that it may extend, 
can ever adequately repay the news- 
paper for the service which it renders. 
But what is the defect of this high 
ality of unlimited devotion and 
loyalty to its own city; isn’t it that 
the newspaper becomes so overwhelm- 
ingly a special pleader for its own 
city that the advertisement of any other 
city in its columns is in danger of 
becoming simply a bubble lost on the 
ocean? 

Could Cleveland be most effectively 
advertised in the papers of Cincinnati, 
© Indianapolis in those of Louisville? 
{ mean in the most effective way pos- 
sible, for that is always the way to 
seek. The queston is answered in the 
asking. As far as advertising a city 
in its own papers is conccrned, their 


circulation, of course, is chiefly among 
those who live in tne city itself and 
know all about it. But do 1 under- 
tase to prove too much? Is there no 
place for the newspaper in city ad- 
vertising, if economy and_ efficiency 
are to be considered? Most assuredly 
there is. If a city wishes to do in- 
tensive advertising m a particular sec- 
tion, as tor example, Atlantic City in 
New York and Philadelphia, the daily 
is the best medium. IL can understand 
how a southern city could effectively 
concentrate its appeal in dailies of the 
Northwest, laying great stress on win- 
ter climate. And if a city wishes to 
build up its wholesale trade by adver- 
tising its advantages as a jobbing cen- 
ter, it can find no medium so well 
adapted to its needs as the daily press 
in the trade territory it wishes to cul- 
tivate. Lynchburg has demonstrated 
the truth of this course in most con- 
vincing fashion, The jobbers in this 
progressive Virginia city have carried 
on a vigorous publicity campaign in 
the southern newspapers and _ told 
every merchant between the Potomac 
anu the Gulf why it was to his ad- 
vantage to buy in Lynchburg. The 
results have been detinite and _ large 
and Lynchburg is fast becoming one 
of the most important wholesale cen- 
ters in the entire South. Here the 
newspaper is used tor intensive work 
in? a particular section, and it is un- 
questionably the best medium to ac- 
complish this specific task. 

Not only is the newspaper a_ great 
aavertising medium itself, but it is a 
source and center of the publicity 
spirit everywhere. Look to-day at the 
cities of the country where the adver- 
tising 1dea is being quickened into. life 
and you will find newspaper men the 
enlivening promoters of that idea. In 
Minneapolis and St. Paul last week 1 
tound the leading newspaper men fully 
identified with the strong publicity 
movement which is stirring those cities. 
Mr. Murphy and Ralph Wheelock of 
tie Tribune and Lucian Swift of the 
Journal were hearty supporters of the 
idea in Minneapolis just as Webster 
Wheelock of the Pioneer Press and 
Walter Driscoll of the Dispatch were 
in St. Paul. And it is so all over the 
country. John Stewart Bryan of the 
Jimes-Dispatch is one of the directing 
committee of the campaign in Rich- 
mond, as Victor Hanson of the Ad- 
vertiser is of the campaign in Mont- 
gomery. Lafayette Young, whose ad- 
dress stirred us yesterday, is, with his 
son, the center of the movement in 
Des Moines. As a magazine man 1] 
wish to pay to these newspaper men, 
and to their countless colleagues of a 
like view, the homage of my _ sincere 
respect. They are men of wide vision 
who see far horizons. To the narrow 
soul who gazes only to the boundaries 
of his own bailiwick, it would be 
heart-breaking to see money for adver- 
tising sent out of the city. But tothe 
public-spirited newspaper man. this 
is money put at usury, as wisely spent 
advertising money always __ is. He 
knows it will come back in the growth 
and upbuilding of the city and add to 
the prosperity of every citizen. Gen- 
uine public spirit always brings a 
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double blessing, one to the city in 
whose service it finds expression, and 
another to the willing worker who is 
one of the dynamos in generating that 
spirit. To the newspaper, this public 
spirit, of which it is the very life, 
brings growth, with the city’s growth, 
and it brings also increased business 
from general advertisers, who see in 
an advertising city a progressive com- 
munity that will buy advertised ar- 
ticles. And I rejoice in the prosperity 
of the newspaper. In this. ill-starred 
endeavor to sct the magazine over 
against the newspaper, I have no sym- 
pathy. Like the army and the navy 
in the service of the government both 
the newspaper and the magazine are 
effective arms of the service in this 
great cause of publicity, each with its 
definite work to do: Sometimes one 
supplements some specific service that 
it can most effectively render, but al- 
ways they should be working together, 
filled with a spirit of hearty co-opera- 
tion and striving earnestly in a com- 
mon cause. 

This theme is really a shoe I should 
like on my last and, in passing, I have 
had to drive a few pegs in it, as an 
evidence of the belief that is in me. 
But let us again to this big subject, 
now before so many cities—the subject 
of advertising. 

For a city seeking the country over 
for new industries and for’ new capital, 
and above all, for new citizens, who 
are themselves an embodiment of both 
capital and industry, there is no form 
of publicity, I undertake to say, that 
can even approximate to the magazine 
in value. It has a long reach and ‘a 
strong grasp. The magazine is the 
message bearer that is as personal asa 
letter and as impersonal as a letter 
carrier. And it does its service at a 
charge which makes Uncle Sam _ and 


his postage cost look like Standard Oil 


extortion. Just ponder for a moment 
a comparison made in an admirable 
address delivered recently before the 
Manufacturers’ Club in Kansas City 
by Mr. E. S. Horn, who is a member 
of this convention. I give you_ his 
statement as that of a disinterested in- 
vestigator, as he is a _ clear-headed 
agent who holds a brief for no one 
form of advertising. Here is what he 
found. He took a list of national 
periodicals for a campaign of full 
pages at a cost of $4,000 per month, 
which was to include postage expense 
and clerk hire in sending out printed 
matter as follow up. “This list of 
mediums,” he said in his address, 
“would give a circulation of approxi- 
mately 3,300,000 copies each month, 
or if, as is commonly considered, there 
are five readers to each magazine, 
16,500,000 readers. In other words, 
by this method you can place your full 
page announcement before fifty-five 
readers at’ a cost of only one cent. 
How can you obtain such results,” he 
asked, “by any other method?” The 
answer which any student of compara- 
tive advertising cost and _ results is 
bound to give is that there is no other 
method that can show such _ results, 
Think of a city reaching fifty-five read- 
ers for a cent, with a page advertise- 
ment describing its advantages, and 


that in magazines which represent all 
that is best in art and letters and in- 
dependent editorial discussion. It used 
to take twenty-five cents for postage 
on a single letter in the long gone 
time when this means of spreading in- 
formation was the potent publicity me- 
dium in claiming the West from the 
wilderness. I was reminded of this 
the other day in looking over a letter, 
yellow with age, from my great grand- 
mother to my _ grandfather, then a 
young man up in the Western Reserve. 
It took a quarter to pay its slow way 
to the West. Now, the giant cities 
circulate between the Alleghenies and 
the Rockies and beyond can, through 
the magazines, reach 1,375 people for 
the same amount. How has the grain 
of mustard seed become.-as the cedars 
of Lebanon, through the prodigious 
development of modern progress! 

But is there no test for the sound- 
ness of this long drawn out exposi- 
tion of my theme! Is this merely a 
pudding of theory for which there is 
no proof in the eating? Happily for 
me there is such proof, of'the value 
of magazines in city advertising, in the 
experience of Dallas. Here was a 
stirring city under the lone star that 
wanted to tell the country about itself 
and about the great empire which had 
been won to the Union by Bowie and 
Crockett and Austin and Sam Hous- 
ton. The city went to Pittsburg and 
engaged W. S. Power, an able and 
far-seeing man, to plan for it an effec- 
tive advertising campaign. After a 
close study of the situation he decided 
on the use of the national magazines, 
for he saw that what Dallas needed 
was men and money to grasp her op- 
portunities. As he puts it himself— 
“the periodicals of national circulation 
were selected as the ones most likely 
to tell of the city’s opportunities to 
the largest number of people in the 
shortest space of time.” What was 
the result? Again, let me quote from 
Mr. Power’s record: “During the first 
month of the advertising over 3,000 
inquiries were received from all over 
the world, and nine months after the 
advertising started over 22,000 inquir- 
ies were on file with the club’s secre- 
tary. These inquiries came from al- 
most every part of the world. Many 
of them, of course, were merely from 
men who wanted a position of one 
kind or another--a large proportion 
were from people who wanted to ex- 
change the rush and bustle of city 
life for a well located farm. Some 
were from people who had money to 
invest in securities, and a great many 
were from manufacturers and others, 
who wanted to take advantage of the 
development of the Southwest by lo- 
cating factories in its commercial 
center. All these inquiries were very 
carefully followed up by the club 
itself. The ones that were of inter- 
est to real estate dealers were turned 
over to the best men in that particu- 
lar line. Manufacturers were given 
all the information possible as to the 
possibilities of the southwest country, 
but they were not offered free sites or 
bonuses of any sort. The position 
taken by the club at the very outset 
was that the opportunities offered by 
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he city itself for business development 
vere all the inducement that a legiti- 
nate manufacturer, who wanted to en- 
ter that field, need have, and I be- 
lieve that in view of this stand the 
resulis obtained are one of the most 
distinct triumphs that judicious adver- 
ising has ever made. During the first 
year eleven substantial industries had 
heen secured for the city—over $2,- 
900,000 worth of farms, within a ra- 
dius of 25 miles of the city, had been 
cold as a direct result of the advertis- 
ing, and 25 to 3o branch houses had 
been opened by northern and eastern 
concerns anxious to enter the southern 
field. 

1 believe you will agree with me, 
in saying that Mr, Power is right in 
calling this Dallas campaign, measured 
by actual results, one of the most dis- 
tinct triumphs to which judicious ad- 
vertising can point. And _ these _re- 
sults, gentlemen, came from magazine 
aavertising. And they are still coming. 
Only two months ago, in a great con- 
vention of Elks in Philadelphia, it was 
decided to hold next year’s convention 
in Dallas, despite a contest made by 
many other larger cities, Dallas, in 
effect, had made her appeal to the 
country, by sending far and wide, in 
the magazines, the story of her prog- 
ress and her opportunities. Such 
knowledge distributed has __ resistless 
power, and Dallas won, 

It is cheering to see that southern 
cities have largely led the way in ad- 
vertising. Besides Lynchburg and 
Dallas, Montgomery has carried on a 
modest campaign, and it seems to bear 


out the point I have stated as to the 


relative value of the newspaper and 
the magazine in city advertising. In 
the spring I was in Montgomery and 
had the good fortune to be at a meet- 
ing of the directors of the Commer- 
cial Club, where the secretary  pre- 
sented a report on the.results that had 
come from the city’s advertising in 
newspapers and in magazines. The 
magazines had produced, at the same 
cost, over double the inquiries the 
newspapers had, and in net results the 
proportion was much greater. Among 
the results in Montgomery which are 
largely attributed to the advertising, 
are 508 building permits which have 
been issued in the past six months. 
Included in this development were 
skyscrapers, factories, commercial build- 
ings, fine residences and the neat mod- 
ern homes of wage earners and _sal- 
aried men, 

Richmond has been carrying on a 
campaign, largely in the magazines, 
during the past three months, _ but 
time enough, of course, has not been 
given to measure the results—and this, 
I think, is also true of the southern 
California campaign. But these results 
can be considered as assured, I believe, 
for the advertising in both cases has 
been strong and convincing. ° 

Rut advertising must be continuous, 
over a period of two years if not of 
five, if it-is to have a fair chance to 
yield its greatest benefits. _ Conviction 
in the human mind on so important a 
Personal question as a change of resi- 
ence or of business location is usually 
of slow growth. it is naturally so, 


because the stake is so great. And 
here lies the chief danger to the suc- 
cess of city advertising, whatever the 
medium used. The city must not oly 
start for a goal of wide publicity but 
it must keep on and attain it, What 
would have happened in the develop- 
ment of these wonderful States of the 
Middle West if the informing letters 
and local weeklies sent to the old 
homes had only reached the crest of 
the Blue Ridge and been stopped? 
into the mountains of eastern Ken- 
tucky and see a community largely 
shut off from the outside world and 
you have your answer. It is arrested 
development, which is often a fore- 
runner of decay. Of course, if a city 
is satisfied to say, with Topsy, it ‘‘just 
growed,”’ let it postpone greatness for 
posterity. Posterity may enjoy it and 
again it may not, for did you ever stop 
to think that posterity usually gets 
what is bequeathed to it? Would 
legacies of inaction, indifference and 
arrested growth look well in a city’s 
will to her sons and daughters of the 
future? 

And what of the present, with the 
earth still beneath our feet and _ the 
sky above us! I have a good friend 
in New York who has this mandatory 
inscription hanging in his office: ‘“‘L 
want what I want when I want it.” 
Doesn’t that express the wish of the 
aspiring, achieving modern city; it 
wants what it wants when it wants it— 
and it wants it now. 

Well, if it does, it can have it.. Let 
the city simply follow the settled 
policy of its own business men and 
advertise continuously, for it has op- 
portunity to sell just as the merchants 
have merchandise—and both are, or 
ought to be, sellers all the time. Just 
as the merchant uses the daily because 
it reaches his market most effectively 
so the city can use the magazine most 
effectively, because the market it seeks 
is the whole country—indeed, the 
civilized world. 

We began with the young Virginia 
surveyor charting the broad Fairfax 
acres and the _ slow-footed population 
that came after him into the West, 
following slow footed but sure _ per- 
sonal publicity. Let us_ end by 
another contrast, going back, if you 
will permit me, to Texas two gen- 
erations -ago ‘and _ now. In the 
early Thirties when Andrew Jackson 
was our first President with a _ big 
stick—fighting mightily against the 
money power as our present fearless 
chief fights the trusts—there drifted 
over into Texas a few hardy pioneers 
from Tennessee and the lower South. 
In stress and storm, now the bloody 
Alamo and then victory at San 
Jacinto, they gained independence. 
War with Mexico and the merging of 
the lone star with the other stars on 
the common flag, followed. Texas all 
the time was being gradually settled, 
as news of her boundless plains with 
their rich soils, came slowly up the 
Mississippi, the Cumberland and _ the 
Ohio, or followed the stage lines to 
the Atlantic. That was the age of the 
flintlock, the earliest Washington hand 
press and the quill written letter, A 
great age, too, it was in hardy vigor 
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and robust achievement. Texas came 
through it like a child of the storm, 
secing greatness and willing to strive 
for it. 

Dallas was dropped on the map and 
lost, the map was so big. At length 
the village became a straggling town 
of the frontier. Of course, it grew, 
because Texas grew. And the town 
became a city, full of an insatiable de- 
sire for growth. But how was_ that 
desire to be sated? How could op- 
portunity in Dallas find doors enough 
at which to _ knock? For doesn’t 
Ingalls say truly of opportunity: 

Master of human destinies am 1! 

ame, love and fortune on my footsteps wait. 
Cities and flelds 1 walk. 1 penetrate 

Deserts and seasremote. and passing by 

Hoveil und mart ind palace, soon or late, 

i knock unbidden once. at every gate ! 

Ir sleeping wake; if feasting rise before 

iturnaway. It is the hour of fate, 

And they who follow me r-ach every state 

Mortals uesire, and curquer every fve 
Save death; but those who doubt or hesitate, 
Condem..ed to failure, penury and woe, 

Seek mein vain and useless,y implore 

1 answer not, and I return no more! 

But fortunately, Dallas discovered 
opportunity in that mystery of the 
types, that subtle human power called 
advertising. Do you sometimes won- 
der if Gutenberg or John ~~ Faust 
could ever have dreamed of the amaz- 
ing force they gave the world with the 
printing press? Their little workrooms 
at Strassburg and Mainz were really 
the cradles of the modern world. Out 
of them came the printed pages that 
have given wings to knowledge, in 
hook, and newspaper, and_ magazine, 
Publicity is power, because it is knowl- 
edge given those wings. Dallas found 
that the magazine page flew far, even 
to the ends of the world. And _ the 
results came back, quick and big. Fac- 
tory chimneys arose on which a _ stork 
might build a nest. Business houses 
and homes multiplied. It was no 
longer the slow letter of the early 
days but the magazine, distributed 
from one ocean to the other before 
publication date, and kept not for 
a day but for a month and often 
for a year; here Dallas told her 
story and it was heard and_heed- 
ed. Isn’t the contrast of past and 
present like that between the flag of 
the lone star and the one with forty- 
five, shining on the blue? 

If the city wishes to appeal to 
homes, not in some other city but in 
all cities, in small towns and in the 
country as well, it will advertise in the 
magazine. There it can tell its story 
in the family circle, under the evening 
lamp, tell it as in a letter from a city 
of homes, to countless homes every- 
where, And this telling, if direct and 
effective, will build the city up in 
wealth and power and give to it a de- 
served fame for progress, whch is a 
thing beyond price. 

++ ———— 

Tue Dutch say: “It costs nothing 
to paint; not to paint is extravagance 
and waste.” For the word paint please 
read word advertise.—‘‘Cos.”’ 

a 

Lots of men are suspicious of others 
because they know themselves so well. 
—Furniture Worker, 





As Fifth Avenue is 
to other avenues and 
streets, so is LIFE to 
other publications. The 
readers of LIFE eat, 
drink, sleep, work and 
play, but they want the 
best under all circum- 
stances. They can 
afford the best. For 
that, they spend their 
money freely. The ad- 
vertising pages of LIFE 
are evidence of this 
fact. 


JOSIAH J. HAZEN 
Advertising Manager 


LIFE 


17 W. 31st ST., NEW YORK 














Prosperity 


You probably know that 
the South’s much: heralded 
prosperity is a literal fact. 
It’s a mighty good field 
for advertisers. 

We are perfectly famil- 
iar with Southern condi- 
tions, and know the pub- 
lications and copy suited 
for your business. 


Armistead & McMichael 


Incorporated, 
GENERAL ADVERTISING AGENTS, 


Atlanta, Ga. 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


41 UNION SQUARE. N.Y. 


READERS OF PRINTERS’ INK WILL AECEIVE., FREE OF CHARGES 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 


If Slack and Bergstrom are 
the proprietors of a hostelry for 
vaudeville artists and slap-stick 
burlesque companies, then their 
advertisement as shown in No. I 
is an example of high art and 
business judgment. Inasmuch, 





When in town don’t forget to stop 
at the 


PERRY HOUSE 


European and 
American Plan 


TARRYTOWN. NEW YORK 
SLACK & BERGSTROM, Props. 


te mention Amert 
NO.1. 


however, as the copy extends a 
sweeping invitation to everyone 
to stop at the Perry House, we 
are safe in assuming that it is not 
exclusively a theatrical hotel. The 
figure at the top of this ad, to 
say the least, is the grossest kind 


Cartoon. 








of caricature. Imagine dining at 
the same table with this bulging, 
cartoon-faced, corn-fed mon- 
strosity and yet he is introduced, 
we presume, as a random sample 
taken from the hotel register. 
Hotel advertising should be clean 
and dignified. When we are 
away from the comforts of home, 
there must be an inviting appeal 
to lead us to strange tables and 








No.2. 


new beds. In the illustration 
No. 2, a possible treatment of the 
same subject is shown, and we 
might be willing to mingle with 
the guests as suggested by the 
up-to-date individual in the fore- 
ground. 





* * 

The design which surrounds 
the type matter in the Pond’s 
Extract advertisement is simple 
and distinctive. It is what has 
been left out that makes the re- 
sult so gratifying to the eye. 

In the average advertising of 
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to-day, the tendency is too much 
towards unnecessary detail. It 
seems to be forgotten that such 
designs are not framed, and put 
in a shadow box for the method- 
ical inspection of the Art Gallery 
critic—they are for hurried, busy 
magazine readers, who have no 
time for aesthetic inspection. 
For some time, Lamont, Corliss 
& Co. have used quarter page de- 
signs that need no shadow box. 











— 
After SHAVING use 


OND 


EXTRACT 


Nothing else isso soutien and 
80 beneficial to the skin. 
Nothing else is so 


REFRESHING and HEALING 


Avoid imitations. Many are 
iterated with active poi- 
sons. fuse them. 


Insist on having 
POND’S 
EXTRACT 
The Standard 
for 60 Years 
Lamont, Coriise & Cox 
gatfadsonst..SewYork 




















They are strong, virile and con- 
vincing amid the tangle of other 
advertising detail that surrounds 
them and speak volumes for the 
product they ativertise. 

ok 


It is seiiees ail that the 


reader will be interested in a 
relic of the Stone Age, as applied 
to advertising. Mr. Stonehatchet 
has been hacking away once more 
and we are presented with a 








trade paper design that dates 
back a bunch of generations to 
the day when the first local deal- 
er in wheel stock, cut out a 
quarter page with a mallet and 
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a chisel on the sunny side of the 
mountain. 

Good advertising is the key. 
stone of success, but in the illus. 
tration used by the Watt Mining 
Car Wheel Co. we have a “su. 
perfluity” of success and a round 
baker’s dozen of keystones. We 
are perfectly candid in admitting 
that it takes a good mason t 
create a design like this and a 
patient reader to decipher it. 
“What’s Watt?” might be made 
the official catch phrase without 
stretching the truth. There is no 
injustice in criticising a design 
that works against its own inter- 
ests, as in this case. It is hope. 
less to attempt to show the four 
small cars in the trifling space at 
the corners, and the lettering at 
the bottom graven on the stone 
is far too weak to tempt the 
seeker after knowledge. 


THE 
RTISERS. 

The cock makes his clarion call at 
break of day, awakening his hearer to 
realize the responsibilities and  oppor- 
tunities of a new day, but the hen’s 
advertising has more meaning. She 
says nothing till she has the goods. 
Then she does not run a single thiree- 
line advertisement every other minute, 
but she states her case in continuous, 
uninterrupted advertising. Neverthe- 
less the cock, lending himself more to 
the decorative feature of advertising, 
is usually selected as the emblematic 
figure for that “far-reaching” cry 
that means publicity—and sales. A 
recent advertising campaign for anew 
brand of cigars has the head and crest 
of a cock with the words: ‘Watch 
This Space.” At the proper time, just 
as curiosity is about breaking down, 
the name of the cigar is painted in. 
Another plan of using the cock in em- 
blematic advertising is noted recently 
in the National Druggist which says: 
“Under the heading ‘Eine  originelle 
Reclame,’ the Vienna Drogistenzcitung 
tells of a certain soap factory that 
has recently put on the market.a new 
household soap which they have named 
‘Kikiriki,’ which is supposed to stand 
for a rooster’s crow. To advertise this 
soap they are sending out through the 
high-ways and  by-ways handsomely 
decorated wagons, on top of eac! of 
which stands a huge rooster _ that 
mechanically crows and flaps its wings 
at frequent intervals until the machin- 
ery runs down.” 

Incidentally, one may inquire, if 
advertising specialists say what is true, 
that advertising writing requires 4 
more careful weighing of the value of 
words than any other style of compo- 
sition, Where in the literature does the 
word “rooster” come in? See “Words 
and Their Uses,” by Richard Grant 
White.—Inland ' Printer, 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this heading are only desired from 
papers of the requisite grade and class, 





COLORADO, 
Ws advertisers get best results in Colorado 
Springs Evening Telegraph. Ic. a word, 


CONNECTICUT, 
N ERIDEN, Conn.. MORNING KECORD; old es- 
i tablished family newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classifiea rate, cent a word; 7 times,5 centsa 
word, Agents Wanted, half a cent a word. 


DISTRICT OF COLUMBIA, 
‘\ELE EVENING and SunpDAyY STAR, Washington, 
. ©. (@ ©), carries DOUBLE the number of 
WANT ADS of any other paper. Rate lc. a word. 


ILLINOIB. 


T= Champaign NEws is the leading Want ad 
medium of Ventral Eastern Lilinois. 


TS; TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


SON EARLY everybody who reads the Eng- 

lish language in. around or about Chi- 
cago, reads the DAILY NEws,” says the Post-office 
Reriew. and that’s why the DAILY News is Chi- 
cago s “want-ad” directory. 


INDIANA. 
age INDIARAPOLIS NEWS prints every day 
any wee , every month and every year. 
more pai classified (want) advertisements than 
all the other 1 papers The 
total number it printed ih 1906 was 315,300, an 
average of over 1,000 every day, which is 126,929 
more than all the other Indianapolis papers had. 


([ERRE HAUTE TRIBUNE. Goes _ 82 per 
cent of the homes of Terre Haute. 


STAR LEADS IN INDIANA, 


During the last onths the pores 
STAR carried 408,19 more as odnene of paid om 
fied advertising than carried by its nearest «om- 
peso during _ — period. TheStTaR gained 
517. ~e r the corr di months 
of 4 a e. Dering the past two years the 
Stan's circulation has exceeded that of any other 
Indiana newspaper. Kate, six cents per line. 


The Lake County Times 


Hammond, Ind. 
to-Date Evening Paper. Four Edi- 











An Up- 
tions Daily. 
The advertising medi i of 
the Calumet Region. Read P by all the pros- 
rous business oe and well-paid mechan- 
es in what been accepted as the 
“Logical Industrial Center of America.” 
Guaranteed circulation over 10,000 daily. 














INDIAN TERRITORY. 


RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


IOWA. 


‘HE Des Moines REGISTER AND LEADER; only 
rni per; carries more ‘‘want’ 

vertising than any other Iowa newspaper. One 

cent a word, m’thly rate $1.25 nonp. line, dy.& Sy. 


7 HE ‘Des Moines CAPITAL guarantees the lar- 

gest city and the largest — circulation 
in lowa. The Want giv re- 
turns always. ‘Ihe rate is 1 cent 2 word; by the 
month $1 per line. It A published six evenings 
a week; Saturday the big day. 





MAINE. 


‘(HE Evenine Express carries more Want ade 
than all other Portiond dailies combined. 


MARYLAND. 
ee Baltimore News carries more Want Ads 
than any other Baltimore daily. it is the 
recognized Want Ad medium of Baltimore. 


MASSACHUSETTS. 
\HE Boston EVENING TRANSCRIPT is the great 
resort guide for New Englanders. ‘hey 
expect to find all good places listed 1n its adver- 
tising columns, 


Kit kkk 


r Ps. BOSTON GLOBE, daily and rie for 

he year 1906, printed a total of 444,757 paid 

. There was again of 17,530 over the 

ear 1905, and was 201.569 more beg ow other 
oston paper carried for the year 1906. 
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WORD AD, 10 cents a day. DaiLy ENTER- 
PRISE, Brockton, Mass. Circulation, 10,000. 


MINNESUTA, 
r j ba MINNEAPOLIS TRIBUNK is the recognized 
Want ad medium of Mi hi 


The Minneapolis JOURNAL, Daily 
and Sunday, cerries more clas- 
sitied advertising than any other 
Minneapolis newspaper. No free 
Wants and no Clairvoyant nor 
objectionable medicai advertise- 
ments printed, Ciassified Wants 
getates in Aug., 167,510 lines. In- 
dividual advertisements, 

Behe cents per - 

sertion, if charg 

for less than 24 cents. ec: iw ac- 
© ©} companies order the rate is le. a 

word. No ad taken less than 20c. 





HE MINNKAPOLIS TRIBUNE is 
the oldest Minneapolis daily 
and has jover 100,000 subscribers. 
over 1 of 
Want advertisements every week 
at full price (average of two 
pages a day); no free ads; price 
— both mee | and even- 
g issues. ate, cents per 

by Am.News- in, Daily or Sunday. 

paper DiPtory 


CIRO’LAT’N & 
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MISSOUKI. 
4 ike Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word, Minimum, lbec. 


MONTANA, 


r \FE Anaconda STANDARD is Montana’s great 
“Want-Ad” medium; le. a word, Average 
circulat’n (first 6 mos. 1907), 11,187; Sunday, 16,068. 


NEW JERSEY. 
rr. HE NEWARK EvENING News is the recognized 
Want-ad Medium of New Jersey. 


N EWARK, N. J, FREIE ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 
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ERSEY CITY EveEnInG JOURNAL leads all other 

Hudson County newspapers in the number 

of classified ads carried. It exceeds because ad- 
vertisers get prompt results. 


NEW YORK. 


MYHE EAGLE has no rivals in Brooklyn’s 
classified business. 


LBANY EVENING JOURNAL, Kastern N. Y.’s 
best paper tor Wants and classified ads. 


AILY ARGUS. Mount Vernon. N.Y. Great- 
est Want ad medium in Westcbester County. 


UFFALO NEWS with over 95,000 circulation, 

isthe only Want Medium in Buffalo and the 

strongest Want Medium in the State, outside of 
New York City. 


RINTERS’ INK, published weekly. The rec- 
ognized aua jleaging ‘Vantaa medium for 
want ad mediums, mail order arucles, advertis- 
ing novelties, printing. typewritten citcuiars, 
rubber stamps, Gftice devices. adwriting, half 
tone making, and practivatiy anything whicn 
interests and appeais to advertisers and obusi- 
ness men. ‘Classified aavertisements, 20 cents 
a line per issue flat, six words to a line, 


OMLO. 
OUNGSTOWN VINDICATOR—Leading “Want” 
medium, le. per word. Largest circulation. 
OKLAHOMA, 
fPPYHE OKLAHOMAN, Okla. City, 20,479. Publishes 
more Wants than any 7 vkla. competitors. 
PENNSYLVANIA. 


‘(HE Chester, Pa.. TIMES carries from two to 
five times more ciassifiea ads than any 
other paper. Greatest circulation. 


RHODE ISLAND, 


ROVIDENCE TRIBUNE, morning and eves 
ing, 43,900, brings results, cost the lowest. 


SOUTH OAROLINA, 

fP.HE Columbia STaTE (OO) carries 

rai more Want ads than any other 
South Carolina newspaper. 


CANADA. 
A PRESSE, Montreal. Largest daily circula- 
tion in Canada witnout exception. (Daily 
100.087. Saturdays 117,000—sworn to.) Carries mor 
want ads than any newspaper in Moutreal. 
(ue DAILY TELKGRAPH, St. John, N. B., is the 
want ad medium ot the maritime provinces 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads ove cent a word. 
Minium charge 25 cents. 


fig Montreel DAILY STAR carries more Want 

advertisements than aJi other Montreal 
dailies combined. The FAamMiILy HERALD ANv 
WEEKLY STAR Carries more Want advertisements 
than any vther weekly paper in Canada. 


oS od 
BOOK BINDING THAT ATTRACTS. 
“The color of a book’s cover helps 
to sell it,” said a publisher to a rep 
resentative of the Philadelphia Bulle 
tin, “If a row of books stands on a 
counter every visitor will examine first 
the volume with the strongest, bright- 
est binding—that is to say, the volume 
bound in red. 
“After red, a good clear shade of 


green is the most catchy color, Then 
; 


qa EVENING BULLETIN—By far the largest cir- ; 
culation and the best Want medium in R.1. comes blue, then gray. 


A Change of Heart 


Some weeks ago I published a testimonial from one of my cus- 
tomers whose foreman seemed to have had a sudden change of heart. 
Early in May I shipped a keg of news ink to this newspaper, and along 
in June received a rather strong complaint, stating the ink would not 
dry or work clean, or in fact do anything that was right. The foreman 
incidentally remarked that P. 1. Jonson’s ink was N. G., and his friend’s 
ink, mentioning the brand, was the best on the market. [I remembered 
the old maxim that “patience is a virtue,” and tried hard to forgive 
the fellow. Along in July I received another order frum this same 
concern and nothing was said about the trouble with the previous lot. 
I shipped the ink, making it same as last, and on August 9th wrote for 
a report on it. A reply came back, “Best ink I ever used,” and of 
course I almost danced with glee. I wrote my publisher friend why 
this sudden change of heart, and he wrote me one of the finest letters I 
ever received. His man had acknowledged the corn, and called my 
ink a gem, and declared me no fake and that I stood close to the throne. 

All I ask is a trial order, and if given half a chance, my news ink 
will beat any brand on the market. 

Send for my sample book of job inks. 











ADDRESS 


PRINTERS INK JONSON 


17 Spruce Street, New York 
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HEED THIS, MY BOY. 


There was once an _ office-boy red- 
headed, freckled and _— grotesquely 
homely. His features seemed to be a 
joke that nature had perpetrated on 
him in his defenseless infancy. To 
iave loved him would have meant to 
(urn i -turvy every tenet of the 
law of — affection. It would have 
proved that love takes no notice of 
looks. Maybe he was unloved, but as 
an office boy his name was Johnny and 
he was always on the job. 

He reached the office first in the 
morning and he had his lunch with 
him. le stayed in the office lunch 
hour and kept busy. He found some- 
thing to do every minute of every 
day, and he did not keep union hours, 

The man who paid the salaries for 
that business and worried about short 
receipts and heavy disbursements,— 
who really knew no business hours,— 
soon noticed that whenever he called 
the office there was someone there to 
respond, Early or late, noon hour cr 
holiday, eve: and always, the same 
voice greeted him. He called the office 
one holiday, and Johnny answered the 
telephone. “\Why are you there to-day, 
Johnny?” said the proprietor. “Oh, I 
had some work to do and I thought 
something important might turn up, 
answered Johnny. That was the rea- 
son he was there. He was on the job, 
waiting for an opportunity to further 
the interests of the business. 

Do you suppose that a boy like that, 
working for a business man of aver- 
age inteltigence, would be permitted to 
quit? Do you suppose he would have 
to go out on a strike to get an in- 
crease in salary? Don’t you know 
that that kind of service commands 
the highest salary that the business 
will justify, and ultimately reaches the 
highest pinnacle of success that per- 
tinacious, intelligent effort can achieve? 

Stay on the job: Something may 
turn up, The business may need you 
and the man who pays your salary will 
appreciate the fact that you are there. 
{f you never expect to climb a step 
higher on the ladder, ignore this ad- 
vice. It is meant for him who, by 
cheer force, would raise himself high- 
er and higher toward the summit, not 
for him who is satisfied with eight 
hours a day and the paltry salary that 
cight hours’ service will bring. Ste 
n the job and think about your busi- 
ness. ‘1ry to help the: business and the 
man who runs it in every possible way 
ompatible with honor. Eucciience can 
ve reached in no way save by hard 
work, Stay on the job arid keep busy. 
Your promotion will take care of it- 
scl conane Moments. 
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WHERE WAS FATHER? 


“Go to father,” she said, when I asked 
her to wed. 

And she knew that I knew that her 
father was dead; 

And ‘she knew that I knew’ what 
a life he had led; 
she knew that’ I knew’ what 
she meant when she said: 

“Go TO FATHER!” 


—Dallas, Tex., Hittite. 


For more than forty years there has 
been printed in Cecentend a newspaper 
with the tongue twisting title of 
sa Atuagagdlintit,’ which, being  inter- 
preted, is “Something for Reading.” 
The news it publishes relates mainly 
to the perils of the men who ply the 
kayaks, or native canoes, while en- 
gaged in seal, walrus and white bear 
hunting, with now and again glimpses 
of. the happenings in more civilized 
lands. News travels to a great extent 
through the chance meetings of the 
natives with travelers from other re- 
gions. One odd feature of the paper 
is that there is little personal news, 
and names—those of natives, at least 
—are rarely printed, as it is held to 
be unlucky.—New York Tribune, 


a eae oa 
AN UNIMPRESSIVE SIGN. 
Over the door of a haberdashery is 
a large sign that reads: “Society for 
the Encouragement of Wearing Clean 
Shirts.” Now, will any man dare en- 
ter that shon? To pause in front of 
it shows a twinge of conscience, but 
really to enter—that is public admis- 
sion of past misdeeds and present re- 

form.—N. Y. Sun. 








Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (233 lines) 
Sor each insertion, $10.40 a line per year. Five 
per cent discount may be deducted tf payment 
accompunies copy and order for insertion 
and ten per cent on wearty, coutract paid 
wholly inadvance. If a specified position is 
demanded foran adr ertisement, and granted, 
double price will be = ged, 


LLUSTRATED FARM SERVICE, for dailies, 


Page mats or any way to suit. ASSOCIATED 
FARM PRESS, 112 Dearborn St., Chicago. 


f ie circulation of the New York World, 
morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 


LERICAL Cashier, collector, cost clerk 

timekeeper, shipping clerk and general 

office man wanted; permanent positions; call 
write. HAPGOODS, 305 Broadway, N. Y. 


DVERTISING MAKE-UP MAN with experi- 
ence on twoof the leading magazines. de- 
sires a similar position. Is accurate, reliable, 
systematic and a hard worker. Address “ KELI- 
ABLu,” Printers’ Ink. 


DVERTISING MANAGER.—An experienced 
and successful solicitor can find Fa gpnnen ol 
employment on mavazine. Salar; 
sion or both. City work. ‘Address KITCHARD, 
1105 Tribune Building, City. 


OUNG LADY with over ten years’ experi- 
ence in the advertising a of large 
concern. desires pos tion. Is stenographer and 
typewriter, and capable of handling mail relat- 
ing to advertising. “ H.,’ care Printers’ Ink. 


RACTICAL NEWSPAPER MEN WANTED to 
fill desirable fern now open. We can 
— = evens, ae man _ my, avg Fe for 
a 
FERNALDS SvewsPaPER TENS CRCHANGE, 
Springfield, Mass. 
66 4 DVERTISERS’ MAGAZINE”—THE WEsT- 
ERN MONTHLY should be read by every. 
advertiser and mail-order dealer. Best “School 
of a I — Trial eters ae 
ten cents. copy free. THE WESTERN 
MONTHLY, 815 Se creas ve, Kansas City, Mo. 


ygsnsess WANTED. for small publishing 
business being reorganized. Class monthly 
ana special books. Technical knowledge not 
necessary. Acquaintance with modern, legiti 


mate publishing methods essential. Interest 
can acquired by qualified man. Address 
“a. k."eate Printers’ ink. 
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DESIRE position as Editor or Manager of 
prosperous weekl ee al RAYMOND, 
1 Monroe Place, Brooklyn, N. Y. 


Y YOUNG MEN AND WOMEN 

of ability who seek positious as adwriters 
and ad managers should use the ciassified col- 
umns of PRINT«RS’ INK, the business journal for 
advertisers, uolished weekly at 10 Spruce 8i., 
New York. Such sdvertisements will be inserted 
ac 20 cents ver line, six worasto the line. PRINT- 
ERs’ INK ts the vest school for advertisers, and it 
reaches every week more employing aavertisers 
than any otuer publication in the United States, 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity forreaay positions at $25.a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where, One graduate fills $8,000 place, another 
4,000, and any number earn $1,400, The best 
clothing adwriter in New York owes bis suc- 
cess within a an — to my teachings. De- 
mana exceeds 
GEORGE H. SOWELL L Advertising and Ruat- 
ness Expert, 471 Metropolitan Annex, New York. 





Printer—Adwriter 
Wanted. 


A brainy, studious, ambitious printer 
of good temperament and clean 
habits who is thoroughly at home with 
= composition and layouts. He must 

know advertising types and know how 
to produce original, effective, appro- 
priate display s. Must have sound ideas 
on copy, some teaching instinct, and 
the ability to write plain, grammatical, 
oe sal A punctuated English Adver- 

cy he pred will be helpful. e 
tion is that of assistant to principal of 
high-grade advertising school. Give 

infor ee age, edu- 
cation. experience, sent salary, 
sala expected, etc. PePINCIPAL.? 
care Printers’ Ink. 
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MAILING MACHINES, 


HE DICK ye MAILER. lightest and 

quickest. Price $14.50 ¥" J. VALENTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 
eS 

ee CARDS, 
$3 is for more; any Lie in 
THE GOIN WHAPRER Co,, Detroit, Mic. 

er 


CARD INDEX SUPPLIES, 


Gt ET € agen on Stock Cards and Special Forms 
m manufacturers. Curds furnished for 
all makes of cabinets. Special discounts to 


mSTANDATI 
STANDARD INDEX CARD COMPANY, 
707-709 Arch St.. Philadelphia, Pa. 
+0 


ADVERTISING MEDIA 


'I.WENTY grocers distribute food products to 

10,000 consumers in Troy and Central Miami 
County, Ohio. ‘She RECORD reaches 70 per cent 
of them. Only daily. One appropriation only 
necessary. Send for rate bo card. 


PRINTERS. 


R print amiogest. booklets. circulars, adv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. Co.,, 514 Main St.. Cincinnati, O. 
Se ee 


eo 


Mp aovsaNnns of itabl 
for publishers and « otners ay the foremost 
makers and wholesaie dealers in jewelry anc 
kindred lines. 500- pare list price illustrated 
eatest book of its kind. 

Sth issue now ready s free. 

8. "F. MYERS CO. iw. and 49 Maiden Lane, N.Y. 





ADVERTISING AGENCIES. 
D.4 - O°>GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively, 


W. KASTOR & SONS ADVERTISING ual 

e PANY, Laclede Building, 8t. Louis, M 
A GRICULTURAL and Newspaper cameitin, 
A.C. THEGEN AGENCY .422 Drexel Bdg., Phiia. 


M,HE IRELAND ADVERTISING AGENCY, 
1029 Tribune —s,* New York, 
925 ¢ Street, 





LBERT FRANK & CU., 25 Broad Street, N. Y. 
General Advertising Agents. Kstablisheu 

1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds placed in every part of the wor!d. 


Bp ey s” AUVERT ING BUREAU, 

237 Broadway (opp. a Y pee York. Ads 

in the TRADE JOURN our. specialty. 
Benj. R. Western, Propr. Nee ter, 


POSTAGE STAMPS, 


25 & OFF. ungummed, unused, U.S.; ¢.0.d. OR- 
2) SER, Buyer, 2404 Milwaukee Ave., Chicago. 
——_1or-—"— 


LETTER WRITING. 


4 “tthe Far "roc" 
Ne PULL.” 
CODY Sherwin Cody, the lea- 
ing authority on letter writ- 
ing. gives in his 50 Instruc- 
tion Cards for Business 
Men scores of the most suc- 
cessful letters ever sent out 
in this country, and des- 
cribes all the latest devices 
and wrinkles for soliciting 
by mail, collecting money, 
handling agents, etc., oe 
Strongly endorsed by 
mers., of Marshall Field & 
Co , Lyon & Healy, and many others. One man 
increased orders from letters makin uota- 
— on gears from 25¢ to 354 within ays— 
early 50¢ more eee Address 1421, SECUR- 
ity BLDG,., CHICAG 


DISTRIB UTION. 
Mr. Advertiser, 


Can’t You Use It? 


OUR LIST OF GUARANTEED DISTRIBUTORS 
covering the United States and Canada like the 
dew. Our Men will Distribute your pea ay 4 
Matter anywhere and to an y class of 
ONE-FOURTH THE Cost. of ‘MAI ING. re 
will handle the business for you, or, if you 
preter 5 to — ee contracts direct with our 

istri eu eat YOU OUR nt 
THIBUTOKS DIRE Y FREE. WE GUA 
posig oe HO NEST DISTRIB TION, and ohh 
pay for matter not so ey or destroyed. 

RITE US NOW. See if we can’t do 
thing ether. Aferences + : ‘Publishers’ ‘Com. 
mercial Union and Bradstreet. 
NATIONAL DISTRIBUTING CO., 
700 Oakland Bank Building, Chicago, IL). 


HALF-TONES. 


Ww for samples and 7 prices. STANDARD 
ENGRAVING CO., 560 7th Ave.. New a 


—— copper  half-tones, 1-col.. $1: 
gen THE YOUNGSTOWN Re EN. 
GRAVIN CO., Youngstown, Ohio. 


WE makea specialty of half-tones and color 

plates for post cards. Send for samples 
and prices. BALTIMORE, MD., ENGRAVING 
CO., 24 8. Charles Street. 


Spe by HALF-TONES., 
2x3, 75c.; 3x4, $1 ; 4x5, $1.60. 
Feat nga when “9965 accompanies the order. 
lend f 
KNOXVILLE TENGRAVING CO., Knoxville, Tenn. 


St gee or line productions. 10 square 
inches or smaller, delivered prepaid. 7i¢. 
6 or more. 40c. each, Casa with order. Al! 
newewaper screens. Service day and nigbt 
fai for circulars. Keferences fapsiebes. 


rocess-engraver. PF, OU. 
Philadelphia Pa. 
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ADVERTISING NOVELTIES. 


> VERY conceivable kind, from all manufac- 
% uurers. E. W. FRBNCH Hi CO., New York. 


2UY roa po My “novelties of the manufact- 
urer; 2 samples, 10c.; Toothpick cases, Lot 
per 1000, ‘Steel nail file, in leather case, $30 
1000, your ad on. J. C. KENYON, Mfr., Owego, PY. 
——_+>>—__—- 


BOOKS. 


Forty Years an Advertising Agent 8 
BY GEORGE P. KOWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force. 
Yhe remainder of the edition (published Jast 
year) is now offered for sale, About 600 pages, 
5x8, set in lon page with many half-tone 
yortraits — Clot! ‘ola. Price #2 prepaid. 
har PRINTERS’ INK PUBLISHI cOo., 1 
Spruce St., New York, 

-——+o+—_—_—_ 


- PUBLISHING BUSINESS OPPORTUNI- 
TIES 


DD’? you want $10,000 a ae 
‘hen buy a certain publication 
Which I can sell you. 
Gross business hy 5.000. 
Circulation 3,500. 
Price 
Excellent op] porsanity for hustler. 
CMERSON P. HARRIS, 
Broker in Publishing Property, 
253 Broadway, New York. 


— ter 
POST CARDS, 


P' 1ST CARD dealers will learn of the largest 
variety of Christmas and other cards ever 


carried by one house, by addressing CKUSER 
ra ST CARD CO., Montrose, Pa. 


PRINTING. 


Or choice o. printing consumers keep us 
continually busy. On receipt of your data, 
we can easily demonstrate whether or not your 
choice and ours is identical. Perhaps it may 
lead to mutually protitable business! Who 
knows! Why not write now THE BOULTON 
PRESS, Drawer 94, Cuba, N Y. 
—__+o>>-—____——_- 


AD-WRITER, 


] WANT to write, design and place acs with 
Australian papers. Satisfaction guaranteed. 
State vest offers to save delay. Cc. TIMMs, 
Advertising Speciaiist, Charles Street, New- 
castle, New South Wales, 

i 


TYPEWRITTEN LETTERS. 


IMITATION 
TYPEWRITTEN LETTERS 


I rate the jargest plant in the world 
for th he production of Circular Letters, and 
turn them out by the thousands or million 
in any fod of typewriter type, furnishing 


YPEWRITER RIBBONS 
EXACT. LY MATCHING. 

Send for samples and prices. You will 
wonder how it’s possible for me to produce 

ich perfect work at so low a price. 

To those operating their own Multigraph 
departments [am prepared to furnish sup- 
plie 8 at the followins prices : 

aa gs Ribbons, 8 inches wide, 
lue, purple, green or red, 
per dozen. 

!ypewriter Ribbons, exactly or 

ing, per dozen - $4 
Special prices to large users. 
M. M. ROTHSCHILD 
Circular Letter Specialist 
- % Fifth Ave., Chicago, Ill. 














——\__+o———_ 
COIN MAILER. 


$2. R 1,000. For 6 coins $3. printing. 
ae ACME COIN CARRIER CO., But ington,la. 


PAPER, 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New York City. 
Coated papersa specialty. Diamond B Perfect. 
Write for hign-grade catalogues, 


BOOKLETS, 


BOOKLETS? Jane Fae: 


es, 5144x3144. Good paper. Sample free. 
AS H. STUART, 45 Rose St., N. Y. 


BILLPOSTING AND DISTRIBUTING. 


ARNEY & GREEN control the posting in 
more than thirty California towns and 
cities, including San Francisco, Oakland, Ala- 
meda, Berkeley, San Jose and others ir the 
north; Los Angeles, Santa Barbara, Riverside. 
Realands, San Bernardino and othersin Southern 
California. San Francisco office, Stevenson near 
14th St, Los Angeles office, 229 San Pedro St. 
-———_+o+—__—__- 


FOR SALE, 


PRINTERS’ INK back numbers for jee-aey. 
$15.00. H. SENIOR &CO., 10 Spruce St., N. Y. 


AY JANTED purchaser for back ace 

Printers’ Ink, including rare early issues; 
8c each, any quantity. CHARLES ARONSTEIN, 
400 Manhattan Avenue, New York. 


Hoe SALE—Interest in good paying afternoon 

paper in the South. Only afternoon paper 
in city of 25,000, with fine out-of-town subscrip- 
tion hist, Address * NE\W SP. APER,” care of 
Printers’ Ink. 


por SALE—Most model monthly magazine in 

America; 4,000 circulation; second-class 
rates; 8 four-colamn pages. Leader in its class. 
Advertisers’ favorite. Established over 2 years. 
Make an offer. Very Bint if sold in 30 days. 
Sample free. KEX LYONARD, Audover, Ohio. 


INK MANUFACTURING PLANT 


SALE. One three Roller Mill for steam 
or ae connections, Three Roller Mil! for 
regular Job Inks, two Roller Mill for News Inks. 
Core Mill for Poster Inks, two mixers for Job 
and News Inks respectively, 100 gallon Steam 
Boiler for News and Book Vernishes. Stock, 
Utensils and Materials—inventory $4,500. For- 
mulas for News, Book and Job Inks—all colors, 
Varnishes, Kinders’ Cement, Koller Composition; 
Klastine, Office Paste and "Edging Fluid. The 
formulas alone are worth our complete — 
price—they are the perfection of over 13 a 
rg rea The price complete is $4,500—an 

t is an exceptional bargain. Address “G. 7 
C. ”” Printers’ Ink. 


SUPPLIES. 
V 7 D. WILSON PRINTING LNK CO., Limited, 


e of 17Spruce St., New York, sell more m: 1g- 
azine cut inks than any other ink house in the 


rade. 
Special prices to cash buyers. 


WN | R. PUBLISHER: You ought to have Bernard’s 
5 Cold Water Paste in your circulation dep't 
for pasting mailing wra we Be" other paste 
so clean, convenient an Sample free. 
BERNAKD’S PASTE DEPARTMENT. Rector 
Building, Chicago. 





TACS AND BUSINESS HELPS 
will put you in touch with more business. 
Taforeands n and catalogue sent on request. 

° 


Dennioon 


ton New York Philadelphia Chieago St.Louis) 





oopecceemniitii 


PATENTS. 


maasPATENTS that PROTECT 

Our 8 books for Inventors mailed on rece a 
of 6 cts. stamps. R. 8. & A. = ee aes 
Washington, Db. 0. Eatab. 1 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, and any other suggestions fur bettering this department. 








JouNnston DIENstTAG COMPANY, 
Advertising Agency, 
34 Kearny Street, 
SAN FRANCISCO. 
Editor Ready Made Department: 

Dear Sir—Here are copies of 7 ad- 
vertisements which if you think worthy 
will offer material for criticism. 

Yours truly, 

(Signed) Jounston DIENSTAG Co. 

You have seen them, but not 
often—ads that looked so nice 
you simply couldn’t help reading 
them, and were so interesting 
that you promptly forgot how 
they looked. Well, that’s the 
kind that came with the forego- 
ing letter, and of which the three 
or four reproduced herewith are 
good examples. Note their sim- 
plicity of arrangement—the ab- 
sence of type “stunts’—the dig- 
nity of both matter and manner— 
the clean look of them. And 
when you come to think about it, 
that is the ideal combination for 
an ad or a salesman—an appear- 
ance that attracts favorable at- 
tention and gets a hearing, and 
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OUR 


VACATION 
WITH AUTO, GUN 


AND FISHING ROD 





COUNTRY on earth affords 


more or better opportunities for 


outdoor sports than California. 


There is mountain stream and sea beach; 


deep jungle, and open marsh; tangled wild- 


wood, and blossom laden meadows; there’s 


surf bathing, and mountain climbing; there's 


the forest primeval, and scenic highways for 


automobiling; there’s big game, and ‘small; 


there’s freedom from care and business, 


relaxation from the strenuous life indoors 
and out; there’s longer life and pleasanter 
life for you—in -California’s thousand out-of- 
the-way places along the lines of the Southern 
Pacific Company. Office: Flood Building, 
Market and Powell Streets, San Francisco. 





EVERY OFFICE FACES A STREET 


Desks 


A shining plowshare be- 
speaks a smooth furrow. 


Desks 


A sharp ax makes clean 
chips. 


Desks 


A convenient desk spells 
economy of time, and com- 
fort for you. 


Desks 


You spend one hour out 
of every three at your desk, 


Desks 





E HAVE 

some new 

wrinkles 
in desks. 
QThe stock 
comprises every 

kind kind that’s good 

QCareful buy- 
ing; carload ship- 
ments; and big 
selling make for 
low prices here. 
@ Reductions on 
complete office 
(desk) equip- 
ment. 
@ Telephone 
Temporary 1705 











Milton Heynemann Company 


821 Mission Street, San Francisco 








MACDONOUGH 


UILDING 
333 Kearny St. 


In the Financial Center 


EARNY Street has 
always been a good 
business street. 

EARNY Street has al- 
“ s been a money- 

making Street. 

EARNY Street always 

will be money- 
uuhing Street. 

HE Macdonough Build- 
ing is a modern office 
building, seven-story 

reinforced concrete. 


LL the stores in the 
Macd h Build- 


ARTITIONS will be 
removed (or omitted, 
if we are notified in 

time) or will be placed to 
suit permanent tenants. 


IHE Macdonough Build? 
ing is only half a 
block from the Stock 
Exchange and within one 
or two blocks of all the 
leading Banks and Trust 
Companies. 
UPERB Offices, $2", 
including light, heat, 
janitor service and all 





ui 
ing include high and 

well ventilated basements 

splendidly lighted. 





con 


OCATE now, while you 
may have your choice: 


BALDWIN & HOWELL, Agents 
318-324 KEARNY STREET, SAN FRANCISCC 





nities for 
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a beach; 
led wild- 
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ways for 
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then something to say that will 
concentrate that attention on the 
goods and hold it there. 





IS H STORY 


a S 


Restaurant and Buffet 





2 ELLIS 


Street 


M-o-r-a-g-h-a-n-s 
doesn’t spell fish-- 
but it stands for 
oysters on the shell, 
in the shell, baked, 
roasted, fried, 
stewed, peppered, 
poulletted, escallop- 

d, omeletted and 

“owned. 
Moraghan's hot loaves have tickled the palates of wives 
sweethearts for a quarter of a century. 


boy 0 ey ae Fg —— bivalves— are the 





Battimore, Md. 
Editor Ready Made Department: 

Dear Str—The enclosed ad occupied 
three columns 75 lines deep in one of 
the local morning papers. Similar ads, 
exploiting the same commodity, are 
being run daily. 

What in the world has a check for 
$90,000,000 got to do with good bread? 
To the professional punster, a play on 
the wan" “dough” would immediately 
uggest itself. But we don’t eat bread 
as a joke, 

Can you, {with all your observation, 
experience and judgment, think of 
a more inane, flat, reasonless, rotten 
id than this one? It ought to bé re- 
produced in your department in order 
to show the students of the art that 
the Little Schoolmaster so ably repre- 
sents how not to advertise. 


Sincerely yours, 
jy: PE. 





It is all that you say, plus—a 
5%-inch triple-column _ space 
pretty nearly thrown away, Ab- 
solutely void of argument—not a 
cent’s worth of information—not 
a single Just the dare. 
bald statement, or perhaps I 
should say “intimation,” that 


“reason.” 





“Patapsco” is a good flour, and 
even that weak effort is handi- 
capped by a revised version of 
that ancient foolishness about 
writing a check. No wonder that 
“advertising doesn’t pay.” 





You could write a check for $90,- 
000,000 but it wouldn’t be worth a 
cent—that’s Rough! 

Good Bread, to smooth the path of 
the house-mistress’ perplexities, must 
be made of good flour—that’s 
Patapsco! 





From the Hartford (Conn.) Courant. 


| Make Your | 
Own Ice Cream. 


Costs but a trifle and 
takes less than five minutes 
with the White Mountain 
Freezer. 

Easy to operate, quick 
freezing, takes but very 
little ice and produces a 
delicious, smooth and even- 
grain cream, 

A four-quart freezer, the 
favorite family size, costs 
but $2.65. Will last for 
years. All other sizes in 
stock. 


THE TRACY, ROBINSON 
AND WILLIAMS CO., 
78-80 Asylum St., 
Hartford, Conn, 











Has a Convincing Sound. From the 
Trenton (N. J.) True American, 


We Don’t 
Rot Linen. 


We don’t pretend to say 
that Blakely-laundered _lin- 
en never wears out. But 
we do say, claim and know 
that our modern, up-to-date, 
nrogressive methods are 
easier unon_ fabrics’ than 
the home washboard ever 
was, 

While the results are far 
superior. 

Specializing does it, and 
we're «laundry _ specialists 
with a lifetime of study and 
exnerience back of every 
cuff. collar or shirt which 
we launder. 

Better send us your 
bundle. 

Or, we’ll call for it. 


*Phorie 517. 
BLAKELY, 
Trenton, N. J. 
We Call for Bundles, 
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Preston Faunestock & Co., 
General Merchandise, Hardware, Ete. 
GRAETTINGER, Iowa. 


Editor Ready Made Department: 
Dear Str—I am enclosing copy of 
half page ad in this week’s local pa- 
per. I should appreciate your criti- 
cism. Typographical effect is not just 
what I wanted but when the office has 
so little type, as in this case, I just 
had to be satisfied. 
Very truly yours, 
H. Lestre WIvpey. 





The trouble with the average 
newspaper is that it has too many 
kinds of type, and the ad com- 
positors insist on showing a spe- 
cimen of each face in each ad in- 
stead of sticking to the strong, 
simple effects that are produced 
by using different sizes of only 
one or two styles. In the half- 
page ad submitted, for instance, 
there are six different styles of 
type, where two, or possibly 
three, would have made a much 
better looking ad. The lower 
half of the ad is spaced so. lib- 
erally as to suggest the thought 
that there was nothing with 
which to fill it, in spite of the 
statement, in a_ single line of 
small type, of “Reductions on all 
brands of hatchets, hammers, 
hand saws, etc.” 


Maydole hammers, known the 
world over as a standard, are 
quoted as being cut from the 


usual 60 or 70 cents to 51 cents. 
The cut price is set in heavy face 
figures, but you don’t know to 
what it pertains till you find 
“Maydole Hamnners” in a small 
Roman letter. The firm name is 
twice as large as it need be. The 
ad has a very convincing sound, 
but, occupying a half-page with 
“Cut prices on hardware” across 
the top in wood caps, an inch and 


three-quarters high, and _ only 
eleven cut-price quotations, oc- 
cupying about a quarter of the 


entire space, it does look like a 





big “holler” for a small. occasion 
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This Bank Has Built a Series 


Stron, 
the 


Ads, Using as a Fo 
ailures of Various Ent. 


Which Offered Stock to the 
Public and Promised Large 


dends. 


From the Washing 


J.) Star. 





Were You 
In On This? 


Of course you recall the 
glowing prospectus of the 
“California Fruit Growers’ 
Association.” It was going 
to return you something 
like 30 per cent on your in- 
vestment, and possibly some 
of your savings went into 
the maw of this concern. 
The United States Grand 
Jury has ripened the fruit 
of this association. All the 
officers of the association 
have been indicted for ysing 
the United States mails’ for 
the purpose of 
the public. 

This is only one of thou- 
sands of similar speculative 
schemes which appeal to the 
cupidity. John D. Rocke- 
feller has the only receipt 
for a competency or wealth 
that has never Ba known 
to fail: “Hard work, self 
denial and -.wise  invest- 
ment.” The fraud and the 
fakir have added‘ to this 
formula and a good man 
of them have gotten rich 
quick off of other people’s 
earnings. _To invest _ orie’s 
savings — is as impor- 
tant as the hard work’ and 


swindling 


self denial. The OLD 
FIRST NATIONAL of 
Washington provides’ the 


quick and easy way for ab- 
solutely safe investment. No 
matter how large or small 
your savings are they are 
absolutely guaranteed, by a 
million and a half of assets, 
by the protection of careful 
government supervision and 
by the character and busi- 
ness aeperneer of the men 
responsible to you and the 
Government for their safe- 
ty. 


BETTER BE’ SAFE 
THAN SORRY! 





th 


Anticipates a Possible Objection. From 
e Philadelphia Bulletim. 








Soft Gum Drops 


A popular summer candy. 
Very good when made with 
fruit flavors like ours. They 
do not become sticky so are 
just the thing to take away 
with you. Always fresh at 

LAURENTS, 


1306 Chestnut St., 


Philadelphia Pa, 
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4A. Davis, a Springfield, Begin Buying What? From the Ithaca 

adwriter, has issued book| ‘V-¥-) Journal. 

er three of “Davis’ 52 Op- 4 

ids,” each leaf containing We Begin 

type copy for a 44-inch to buy for next year the 

column ad, and being per- latter part of this month, 

*, so as to be easily re- and we wish to clean up 

and sent to the printer. a a we uae oe 

ads contain all the old an opportunity we will offer 
ar arguments and a few strong enough inducements 

uat have a newer sound, most of to make you a purchaser. 

hem are well typed, and it is F. H. WARNER, 

sry unlikely that any advertis- ea 

ig optician will fail to get the : 

worth of his dollar from: the|Good! From the Gadsden (Ala.) 

»00k, even though he uses but| Journal. 

few of the ads and employs them 


only for their suggestive value. Your Prescription 
Privilege. 














A Confidence Builder, but Not Very 


Informative as to the Lines Dealt The prescription the doc- 
Daily tor writes for you is yours. 


In. From the Bangor (Me.) It makes no difference what 


Commercial. druggist’s name is on_ it; 
you can have it filled where- 
ever you desire. 


“We'll Make If you have no prefer- 


i. np ence, bring it to us. Our 
It Right. service is as near perfect as 
N Kee uhiat. 90 oe skill, care and fresh, pure 
Phin my le pn a x drugs can make it. We are 
doesn’t prove all right in quite gee ee Il like ee? 
service and charges so we 
ag gn fe eae that “you'll ‘havea prefer 
our constant endeavor to cnce hereafter. 
sell perfect goods, give per- E. H. CROSS, 
fect store service, and _ac- Tecaiat 
cord perfect _ satisfaction, ggist, 
and hope to be informed Gadsden, Ala. 
whenever a_ digression is 
made ap any of these For a Builder. From the Washington 
Pewycrin | (D.C) Star. 
CALDWELL SWEET CO., ¥ 
26 Main Street, 


Bangor, Me. “What Can I 
Do For You? 


For a Cut-price Sale of Trousers. “79 
owsill’s Query to 

From the Washington (D. C.) Post. C +. Suey 

I can show you how to 
: make more money by de- 
Greatest veloping that unproductive 
: a gpg Wt can —~ you 
ow a building on that va- 
Trousers Values. cant lot would mean an in- 
come. I can prove to you 
that a modern building will 
be more profitable than that 
antiquated structure. I can 





























It’s a price story with a 
big stock to back it and 
emphasize its importance. 
We've reduced all the fancy 
worsted, cassimere, and give you the accumulated 
home-spun __ trousers, ad experience of over twenty- 
some of the black thibets one years as a prominent 
and blue serges. Cuff bottom builder in this city. Can 
outing trousers as well ‘as ou use me? Ask any one 

Vapoleon’s famous question, 


1 
ge ton TE. lon acall “What has he done?” about 


(List of old and new ARTHUR COWSILL, 
prices), “The Builder ACN Makes 
SAKS & COMPANY, 
Penna. Ave., Seventh St., 301 _Golorado., Building, 
Washington, D. C. Washington, D. C. 


























48 PRINTERS’ INK, 


ALLEGED HUMOR. 


NOT SO, THEN.—“I rejoiced, sire, 
to see in the paper that you had aban- 
doned cannibalism.” 

King of the Cannibals—I don’t 
think you saw that in the Sun, did 
you?r—Life. 


REDUCED FROM ONE DOLLAR. 
—Mrs. Byers—Mrs. Cassidy next doot 
was talking to day about her Irish 
blood and “the struggle of ’98.” I 
wonder what she means by that? 

Mr. Byers—Sounds like a fight at 
a bargain sale.—Catholic Standard and 
Times. 


TREASURE.—Lady (to applicant 
—“Yes, I advertised for a maid of a 
work, Are you an early riser?” 

Applicant—“‘Indade, an’ Oi am, 
ma’am. At me last place Oi was up 
an’ had breakfast ready an’ all the 
beds made a fore anybody else in th’ 
house was up, ma’am.’—Bagology. 


VENTNOR’S CHARM.—An adver- 
tisement of the charms of Ventnor con- 
tains the following statement taken 
from a distinguished writer: 

“Best of all, the place -is certainly 
cold rather than hot in the summer 
time.”’ 

We see nothing very exceptional in 
this.—Punch. ; 


UNHAPPY OCCURRENCE.—The 
man who had just been acquitted went 
up into the Whirnal office. “Look 
here,” he said,” “I’ve been proven in- 
nocent and for the last ten weeks 
you’ve been publishing diagrams of me 
and the revolver and dotted line show- 
ing course taken by bullet and all that. 
1 guess I’ve got something coming.” 

“Yes,” said the urbane city editor, 
“you have a bill for display advertis- 
ing coming, but you'll have to see the 
business office about that—we don’t 
—_ to those things on this floor.”— 

uck. 


CYCLOPEAN FARE.—The pro- 
prietor of a certain restaurant “leased” 
the reverse side of his bill of fare 
to a carriage manufacturer, who prints 
advertisements thereon. The other 
day a customer, in a great hurry, ran 
into the restaurant, sat at a table and 
was handed a bill wrong side up by 
the flurried waiter. The customer put 
on his pince-nez, curled his mustache 
with his left hand and shouted in a 
voice of thunder: “Bring me a fly, a 
landau, two victorias and a dog-cart. 
Got any funeral cars?” The waiter 
fled.—London Graphic, 


BILL NYE’S ADS.—Rill Nye, the 
humorist, once had a cow to sell, the 
story goes, and advertised as follows: 
Owing to my ill health, I will sell at 
my residence in township 19, range 
18, according to the government sur- 
vey, one plush raspberry cow, age 
eight years. She is of undoubted 
courage and gives milk freqcsntly. To 
the man that does not fear death in 
any form she would be a great boon, 


She is very much attached to her pres- 
cnt home with a stay chain, but she 
will be sold to any one who will agree 
to treat her right. She is one-fourth 
shorthorn and three-fourths hyena. 1 
will also throw in a double-barrel gun, 
which goes with her. In May she 
usually goes away for a week or two 
and returns with a tall red calf with 
wabbly legs. Her name is Rose. I 
would rather sell her.to a non-resi- 
dent.”—Batten’s Wedge. 


CUTTING BOTH WAYS.—A com- 
pany-promoter who advertised for an 
office boy received a hundred replies. 
Out of the hundred he selected ten, 
who were asked to call at the office 
for a personal interview. His final 


1 choice fell upon a bright-looking youth. 


““My boy,” said the promoter, “I like 
your appearance and: your manner very 
much, I think you may do for_the 
place. Did you bring a character?” 
“No, sir,” replied the boy; “I can 
go home and get it.” ‘ 
“Very well; come back to-morrow 
morning with it, and if it is satisfac- 
tory I dare say I shall engage you.” 
Late that same afternoon the finan- 
cier was surprised bv the return of 
tne candidate. ‘“‘Well,” he said cheer- 
ily, “have you got your character?” 
“No,” answered the boy; “but I’ve 
got yours—an’ [ ain’t ‘coming!”— 
Ladies’ Home Journal. . 


AN ODD “AD.”’—‘Nothing — suc- 
ceeds like perseverance,” said Mark 
Twain at a dinner. “When the luck 
seems most against us, then we should 
work ana hope hardest’ of all. In 
moments of discouragement let us re- 
member my old friend, Henry Plum- 
ley of Virginia City. : 

“Henrv Plumley ran a collar fac- 
tory. ‘limes were reputed to be hard 
with him. When his factory, which 
was very heavily insured, burned 
down there was every indication that 
he had set: the place on fire himself in 
order to get the insurance money. 
Virginia City was the goul of honor 
in those days. Shocked beyond words, 
it rose en masse, seized Henry Plum- 
ley, put a halter round his neck and 
lynched him. 

“But he did not die. The sheriff 
arrived and cut him down in time. 
He was tried and found guilty and 
served a term in jail. 

“On his release you wouldn’t have 
thought that he’d- return to Virginia 
City again, eh? He did, though. He 
came back, reopened his collar factory 
and prospered. 

“What gave him his start was the 
odd advertisement with which he an 
nounced his return to business among 
us, Preceded by a brass band, Henry, 
in a great gilt chariot, burst upon ou: 
Streets. He sat on a kind of golden 
throne, and he held on a_ crimson 
cushion in his lap an old, old collar. 
Above the collar, on a crimson banner, 
waved this inscription in huge letter: 
of gold: 

“*This is the collar we wore whe 
we were lynched. It saved our life 
Be wise in time and use no other. A 


all retailers. 10 cents apiece, three fo 
a quarter.’ ”’—Washington Star, 
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